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ing newly developed insole that 
actually cushions the foot at 
every step. 

2. HEEL-MOLD — The no-seam, 
no-rip, one piece quarter molded 
to fit the heel snugly and com- 
fortably. 


BREAKING RECORDS FOR 
QUICK CONSUMER ACCEPTANCE 


Wearers almost instantly feel the 
difference. 

Actual wearing tests have proved con- 
clusively the superior comfort features 
of these shoes. 


Enthusiastic wearers say: 

“The greatest thing I ever wore."’"—W. B. R. 
“Very comfortable. My feet and ankles do not 
tire nor ache after a hard day.'’—T. F. W. 
“No other shoes for me — a great com- 

fort.”—L.C. C. 
“My feet do not tire as they did before.” 
—C. W. 


See this complete line— NOW 
Write for Salesman 


BOOT AND SHOE RECORDER, October 31, 1936 


HEEL CUSHION 


INNER 
LONGITUDINAL 


1. CUSHION-STEP—The amaz 


METATARSAL 
SUPPORT 


ONE PIECE 
QUARTER 


Treen esn- SHELLEY 
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VOICE of the 


QOHN GUERNSEY, Distribution 
Economist of the Bureau of the 
Census, who believes that the fig- 
ures collected by the recent Census 
of Distribution indicate that the 
depression is over and that America 
can look to an increased consump- 
tion of goods and services because 
of increased purchasing power, 
says: 


BX RE DE 


“The channels of business are 
constantly shifting their course and 
their depth, like the channels of 
navigation. Each depression or up- 
set in business is like a storm, deep- 
ening some channels, obliterating 
others, cutting new ones, as busi- 
ness men well know. 

“Now we are out of the depres- 
sion, the business skies are blue, 
and 1936 is proving to be as nearly 
normal a year as we have had since 
1926. Even 1935, the year covered 
by the current Business Census, 
approached normalcy. There is 
still much damage to be repaired; 
some have seen their property 
washed away or undermined; others 
find that the muck deposited on 
theirs turns out to be a valuable 
fertilizer, increasing its productiv- 


ity; a few waded out in top boots 
to commiserate with themselves 
over some pet field of business that 
had been badly gutted, only to find 
that the erosion exposed an un- 
known ledge of rich ore, whose de- 
velopment is changing the whole 
character of the business. An ex- 
ample is the radio dealer who, in 
desperation, took on the sale of 
electrical household appliances and 
oil burners. The new ore is so 
rich that it is as hard to find an 
adequate selection of radios in his 
store today as it is to find drugs 
in a modern drug store.” 


* * * 


@. FORREST WALKER, econo- 
mist for R. H. Macy & Company, 


says: 


costs | 
($%)) 





“There is no economic merit in 
a system to raise prices by arti- 
ficial means above natural levels. 
Artificially high prices reduce the 
quantities of merchandise which the 
consumer can buy. Reduced con- 
sumption means lower production 
and higher unit costs. Lowered pro- 
duction means reduced employ- 
ment. Reduced employment brings 
increased relief expenditures. 
Higher relief expenditures result 
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in greater tax burdens and more 
borrowing. This is the vicious circle 
of all price fixing and price control 
schemes. Clearly, the consumer has 
nothing to gain from resale price 
fixing. 

“The present resale price fixing 
movement has gained considerable 
headway in many states. It is not 
wanted by the progressive manu- 
facturer, the forward-looking re- 
tailer nor the informed consumer.” 


IL. E. LANGSTON, manager of 
the National Shoe Retailers Asso- 
ciation, says that the Official Spring 
and Summer 1937 Styles Forecasts 
are now complete and ready to be 
mailed and will be furnished with- 
out cost or obligation to anyone 
who will direct his request to 274 
Madison Avenue, New York City. 

In preface to the Women’s Styles 
Report, F. Paul Riley, Chairman, 
and his committee say: “No shoe— 
not even the basic opera—can do 
an all-around job today. Don’t 
allow your salespeople to tell your 
customers that any one shoe can 
serve a dual or triple purpose. If 
you do allow it, you kill the pos- 
sibilities for extra sales. Shoe 














styles as they are today are ex- 
tremely varied. ‘There are pattern 
types for every occasion. There 
are certain color families that fall 
into the category of street, sports, 
afternoon and certain leathers 
under different classifications best 
suited to certain colors. There are 
lasts and heels for occasions just 
as there are lasts and heels that are 
best with certain type patterns and 
certain type leathers. In detailing 
Spring and Summer shoes do not 
follow the old procedure of speci- 
fying each pattern in two or three 
different materials or colors under 
the mistaken notion that you are 
building a balanced line. One pat- 
tern may be good in one type of 
leather and in several colors of this 
leather. Another will be better 
adapted to another last in an en- 
tirely different surface texture, 
upper material and in another range 
of colors. 

“Study each part of the shoe in 
relation to the purpose the shoe 
must serve. Don’t try to make over 
low-heeled patterns into high-heeled 
models, nor to convert sports types 
into afternoon versions. And above 
all, consider each shoe you buy in 
relation to the other shoes you are 
buying, in relation to the clientele 
you must serve, the activities of the 
customers who make up this clien- 
tele. Buy a balanced stock.” 


YEZ2IR 








Ernest J. Smith, Chairman and 
his committee, in preface to the 
Men’s Style forecast, say: “Men 
have reached a point where they 
no longer fear the new nor restrict 
their purchase of clothes to plain 
staple patterns or colors. The past 
Summer season shows that just as 
men accepted streamlined trains, 
highly colored motor cars, dashing 
and highly colored suitings, so they 
demanded and really enjoyed colors 
in their sports shoes. While Lon- 
don and its immediate environment 
has been looked upon for years as 
the source of correct men’s fash- 
ions and it still holds that place, 
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“WITHIN REASON—\WES”’ 





—Why are you in business? 

—To make a profit, of course. 

—Do you believe in taxes? 

—Why-er-of course, within reason. 

—That's just it—within reason. 

—Now, if taxes are going to jeop- 
ardize or eat up profits, what will 
happen to business? 

—That's the problem that is worry- 
ing most business men these days. 

a recently read the financial 
report of a typical American cor- 

rtation. 

—Taxes assessed for the first six 
months of 1936 were 32%, above 
those for the same period in 1935. 

—The direct sales and excise taxes 
alone collected by the Company 
for the State and Dideod govern- 
ments for the six months period 
amounted to over $10,000,000. 

—And stockholders are getting an 
all-too-small return for their in- 
vestment. 

—If Mr. Average Man could be 
made to realize what percentage 
of his hard-earned income goes 
into taxes—especially the indirect 
or invisible kind—he would gnash 
his molars in frenzy. 

—The head of the above referred- 
to Company said in his report— 
“This subject of taxes is a 
matter of gravest concern to 
every individual worker, con- 
sumer and stockholder.” 


Secs 6 TB 


President 





we do not feel that we should be 
completely dominated by London 
fashions. Our old fear of color 
lessens, and after a nearly a cen- 
tury of dull, commonplace types 
and colors, men are demanding 
more color and pattern, in a desire 
to express themselves in their own 
individual way. This is the prog- 
ress we welcome because it spells 
more pairs sold.” 

Chairman John H. Downey and 









1936 





his committee, in preface to the 
Children’s Style report, say: “It 
is not without reason that a pub- 
lication recently referred to “The 
Stepchild Department’ in the shoe 
store (the children’s division), be- 
cause the merchant, after spending 
major part of his effort on con- 
sideration of style and pattern and 
last for his women’s shoes, and the 
rest of it on his men’s lines, finds 
himself with little reserve energy 
and, perhaps, even less capital to 
devote to the juvenile division— 
with the result that it goes on and 
on, with little change in character 
and nothing to brag about in the 
way of profit. Yet, juvenile foot- 
wear is, perhaps, the most impor- 
tant footwear in the world. It may 
not run into high dollar volume, 
but it has the greatest bearing on 
the health of the nation. What we 
need in our craft is a greater knowl- 
edge and realization of this impor- 
tance and a sincere effort to qualify 
through our entire store organiza- 
tion in the proper fitting and sup- 
plying of juvenile shoes.” 
* * * 


AMES O. McKINSEY, Chair- 
man of the Board of Marshall Field 
& Company, says: 

“During the past quarter of a 
century the rate of increase in popu- 
lation has declined, while the rate 
of production per capita has in- 
creased. As a consequence there 


a 


>) 








has been an increasing need for 
stimulating greater consumption in 
order to utilize to a maximum de- 
gree the production facilities avail- 
able. One of the agencies developed 
for this purpose is the American 
merchant. The purpose of the 
American merchant, therefore, is to 
serve as agency to stimulate and to 
satisfy the desires of the ultimate 
consumer so that we may use more 
effectively the production facilities 
which must be operated if we are 
to provide employment to our mil- 
lions of workers and secure a re- 
turn on the capital invested in these 
facilities. 
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“Viewed from this point of view, 
the American merchant is an inte- 
gral and useful part of our spe- 
cialized industrial machine. He is 
not an unnecessary appendage on 
our economic body as many poli- 
ticians and social reformers would 
lead us to believe. The attitude of 
many of those who criticize the 
American merchant reminds me of 
the member of the non-partisan 
league in North Dakota who asked 
the undertaker to come to his farm- 
house to take care of his wife. The 
undertaker, much to his amaze- 
ment, found that the woman was 
not dead but only ill and told her 
husband that he should send for 
the doctor and not the undertaker. 
To this the non-partisan leaguer 
replied: ‘No, I don’t want anything 
to do with these blasted middle- 


men.’ ” 
* * * 


BRAY THOMPSON, manager of 
the shoe department of Haskell & 
Corthell, Camden, Maine—has a 
talent for making model houses and 
recently was honored in his town 
for the creation of a club-house 
model, 80 inches long and 24 inches 
wide—complete in every detail 
from foundation to chimney and 
wired as well. 

As an advertising and display 
man, he has won two prizes in a 
recent national contest. 

* * * 
CHANGES in economic trends re- 
ported: 

Farm income for first seven 
months was $4,024,000,000 against 
$3,426,000,000 a year ago. 

Money in circulation at the end 
of August was $6,226,557,500 or 
$48.43 per capita, against $44.09 a 
year ago. 

* * * 
SsPPOLO COLORS” are high- 
lighted as an important fabric 
sports theme in the Confidential 
Advance Woolen Card for Spring 
1937, just issued to members of 
the Textile Color Card Association 
by Margaret Hayden Rorke. These 
spirited hues have considerable pro- 
motional appeal, several of them 
bearing the names of swank polo 
fields here and abroad. In the 
“polo” collection are Chukker Yel- 
low, Aiken Green, Polo Purple, 


Challenge Red, Gulf Stream Blue, 
Greentree Hurlingham Grey, Del 
Monte Rose, Bagatelle Blue, Mead- 
owbrook Green, Champion Gold 
and Riviera Red. These lively 
“polo” colors will be used alone 


or as a gay accent to white. 
* * * 


P. A. O'CONNELL, president of 
E. T. Slattery Co., Boston, says: 

“This Fall will bring the biggest 
increase in retail trade that has 
been seen in any year since the 
boom of 1928 and 1929. The era 
of prosperity into which we have 
already entered ‘may well be the 
greatest real prosperity this nation 
has ever seen.’ In my opinion, the 
total Christmas trade this year will 
be the biggest since December, 
1929.” 


eVOHN SLATER of Fifth Avenue, 
says: 

“Keep your weather-eye cocked. 
Changes and improvements are 
quickening. Factories have entered 
fields heretofore foreign territory 
to them. New enterprises are under 
way—the blood stream of business 
is running faster—gaining momen- 
tum—watch carefully and be pre- 
pared now—for the future. 

“T can never subscribe to the oft- 
repeated assertions that ‘nothing 
ever happens in the shoe industry.’ 
Things are always occurring to 
alter the complexion of business 
—and though our stores are sta- 
tionary units—we must be ever 
alert to exude from them a vibrant, 
living vitality.” 
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"We've done away with the ladder since that ex-magician started clerking here." 
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WE have no figures to prove it, because n 
could ever find out, but stockings must 
popular item in holiday gifts. Everybod 
everybody gives stockings for Christmas. 
shoe store, fortunately, is a logical place to bu 
Display space given to hosiery is space well in¥ 
and thinking up new ways of presenting stoék 
is time and thought well spent. 

One of the most effective ways to play up stock! 
them in with small gift novelties. For several 
Walk-Over Fifth Avenue store have made a successfu 
stockings wrapped around various little knick-knack 
tiny toy dogs. And now comes a new shop in Ne 
devoted entirely to “stocking plus” gifts. The Gotham © 
Stripe Gift Shop, which opens next month, will have n@ 


else but gifts . . . and every gift is a vehicle for stockings. 
In slipper selling there are two important fashion devel Gea ad 


the interest in house boots and, second, the increasing 
luxurious hostess slippers. 











Above: Christmas decorations make the 

hosiery and accessories counter suggest 

gift ideas to customers in the newest 
Hassell store, Chicago 


Make Your 


Shoe Store 
LOOK 
LIKE 

CHRISTMAS 
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Modern treatment of traditional Santa 

Claus and reindeer theme gave Christmas 

atmosphere to hosiery and accessories 

i in one of I. Miller’s stores, 
New York 


Atmosphere in the Windows and 
within the Shoe Store Should 
Reflect the Warmth and Cheer 
of Holiday Season, to Make 
Customers Conscious of Footwear 
as Appropriate Gift Merchandise 


IF shoe stores are to share in the rich harvest of holi- 
day business anticipated for the weeks that intervene 
between now and Christmas, nothing is more obvious 
than the need of promotion, planned for the purpose 
of making the public think of the shoe store as a gift 
shop. One of the handicaps shoe stores have encoun- 
tered in the past, in their efforts to develop holiday 
business, has resulted from the fact that so few people 
have been impressed with the suitability of shoes, 
galoshes and other footwear for Christmas giving. 
Also, they have been accustomed to go elsewhere than 
to shoe stores for such popular Christmas footwear 
accessories as slippers, hosiery, buckles, etc., which 
belong definitely in the shoe store. 

To make people shoe store conscious during the 
holiday season, the first necessity is to give the shoe 
store a Christmas atmosphere, to make it look like 
Christmas within and without. That means that the 
merchant must start with his windows, give a great 
deal of thought to planning Christmas displays that are 
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A novel and colorful slipper Christmas 

window used by Lord & Taylor, New 

York, last year. Background was a paint- 

ing of a huge, brightly colored Christmas 
candy cane 


distinctive, out of the ordinary and calculated to com- 
mand the attention of the throngs of eager people who 
will be looking about for gifts that combine beauty 
and utility. 

Most shoe stores have, in recent years, felt the neces- 
sity of having some sort of a Christmas window, but 
too often these displays have been perfunctory show- 
ings of slippers, hosiery and other accessories, and 
have reflected very little careful thought or planning. 
For general publicity, as well as for the sake of the 
actual sales that will result during the holiday season, 
it will profit most shoe stores to make a reasonable 
appropriation for holiday decorations, within and with- 
out. Christmas comes but once a year and the shoe 
store can ill afford to have its windows and general 
appearance suffer by comparison with department 
stores and other specialty shops. 

In the past few years, department stores and many 
of the outstanding shoe stores have set a very high 
standard in this matter of Christmas windows, with 
the result that those who fail to keep up with the trend 
of the times are likely to be more conspicuous than 
ever this coming season. With the abundance of ma- 
terial available for holiday decoration, there is really 
no reason or justification for not having attractive win- 
dows during the Christmas season, even if the appro- 
priation available for the purpose is a modest one. 
The very abundance of Christmas decorative material 
suggests a certain danger, however, namely that of 
over-decoration, and the store that does not include 
within its personnel someone who is qualified to do 


A Christmas display of men’s shoes, with 

attractive gift packages to give the 

atmosphere. Used last year at the new 
Hassell store in Chicago 


a really professional job, will find it a wise expendi- 
ture to employ the services of a good window man for 
this purpose. 

Many stores devote a great deal of attention, not 
only to the appearance of their windows during the 
Christmas season, but to their store fronts as well, and 
make use of Christmas greens, bright wreaths and 
special illumination to give the entire front a festive 
appearance, in harmony with the spirit of the Yuletide. 
All of this helps to make the public more footwear 
conscious during the gift shopping period, which be- 
gins right after Thanksgiving if not before. In this 
connection it is well to remember that many a casual 
gift shopper who comes in at Christmas time may re- 
turn to buy shoes and eventually become a regular 
customer, 

Of special importance, also, is the matter of interior 
trims during the holiday season. Inside the store, as 

[TURN TO PAGE 57, PLEASE} 
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Cut-out green tree gives 

display surface for mer- 

chandise—with or without 
shelves 


A BRIGHT, cheerful, colorful Christmas atmosphere 
and attractive, convenient merchandise displays in 
your store are absolutely essential to a successful holi- 
day business. And this year they are more important 
than ever because the coming holiday season promises 
to set a new seven-year high for Christmas volume. 

_ Eleven months of the year customers come in with a 
faizly definite idea of what they want. Christmas shop- 
pers come in seeking suggestions. 

They're: wondering what to get for various persons 
on their list. “What, can I get for what I can spend?” 
is the big question. 

Your store decorations must stimulate Christmas 
spirit. Your merchandise displays must facilitate gift 
selection. 

The shoe store must follow the trend of the times 
in, the development of open displays. This is doubly 
important at Christmas time. 

Two of the biggest selling gift items—items that 
receive very big advertising lineage because they’re 
leaders—are handled in nearly all shoe stores. These 
are hosiery and slippers. A good third on the list is 
bags. Practically every item in the shoe store becomes 
a gift possibility when appropriately “dressed up” in 
holiday packaging, and displayed in a real Christmas 
atmosphere. 

Even two lines that are often considered non-gift 
merchandise hit high sales peaks in December with 
proper promotion. Children’s shoes with 12.3 per cent 
men’s and boy’s shoes, with 18.1 per cent of annual 
volume in December are listed among “high volume” 
departments for the month. 

. Here’s a partial list of gift possibilities in the aver- 
age shoe store; those featuring more accessories and 
novelties will have a still longer list: 
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YES, There Is 


FOR MEN—Shoes, sport shoes, riding boots, boot 
accessories, polish kits, galoshes, rubbers, shoe bags, 
spats, shoe trees, slippers, gym shoes, boots, golf shoes, 
hosiery, shoe bags and boxes, boot jacks, cruise shoes. 

FOR WOMEN—Shoes, slippers, evening slippers, 
hosiery, buckles, ornaments, fancy heels, riding boots, 
spurs, hiking shoes, boot jacks, gaiters, slipper trees, 
galoshes, cruise shoes, rubbers, bags, auto boots, shoe 
bags, shoe trees. 

FOR BOYS—Shoes, hi-cuts, boots, galoshes, sneaks, 
slippers, hose, garters, leggings, scout shoes, shoe 
skates. 

FOR GIRLS—Shoes, leggings, hosiery, slippers, 
party shoes, ankle socks, galoshes, rubbers, shoe skates. 

And don’t forget that grandma, grandpa and baby 
also come into the gift picture. 

Move your stock around to give gift merchandise 
front position. Use shelves, ledges and cases to show 
gift suggestions. Use all the tables you can without 
cluttering or crowding the aisle space. Smaller stores 
can use shelf extensions at table height. 

Sight and touch are the most important buying 
senses. Put the merchandise out where customers can 
see and feel it. Hidden stock will not sell during the 
holidays! 

For your decorations choose a symbol or motif that 
is appropriate and attractive and lends itself to both 
advertising and display. If you can’t have special art 
work, try selecting a decorative Christmas “spot” from 
the mat service at your local newspaper. Choose one 
that is striking enough to register with readers, and 
“click” when they see it repeated in your. windows and 
in your store decorations. 

Candles, trees, stars, Santa heads are all identifying 
features that (properly sketched) give a distinctive 
identifying touch to all ads, both newspaper and direct 
mail, and to all displays, in windows and store. 

A Santa figure beating a drum would be a very good 
spot and one that offers endless decorative and stunt 
possibilities. 

Just imagine a big “drum” eight feet across, built 
up on a truck with a short, fat, jovial Santa beating it 
(a smaller drum being concealed beneath the muslin 
“drum head” of the big drum). On the side of the 
truck the message, “You can’t beat Smith’s for Gifts!” 
Then repeat the drum motif in the ads, window dis- 
plays, and in the store. What an attention-getter! 

But let’s get back to the store itself. Don’t be con- 
tent with a couple of wreaths, or a string of evergreen. 

[TURN TO PAGE 67, PLEASE] 
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oe Store Santa 


And his pack will be full this year for 
merchants who plan and promote. Gay 
decorations and attractive merchandise 
displays appeal to people at holiday 
time. — How to plan and build them 


by R. E. ANDRUSS 


SIMPLE SYMBOLS OR 
MOTIFS THAT CAN BE 
USED THROUGHOUT ADS 
AND DISPLAYS FORA 
CHRISTMAS CAMPAIGN = =" 
SEE TEXT Ze 
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MANUEL GERTON 


A Personality in Shoes 


MMIANUEL GERTON believes firmly in the merit sys- 
tem of promotion in business personnel. He has good 
reasons for doing so. By virtue of such a system he 
has climbed from salesman on the floor of a Pittsburgh 
shoe store to the post of buyer of women’s footwear 
for all the Saks Fifth Avenue shops. 

It is a man-size job. Mr. Gerton declares, not with- 
out pride, that his department merchandises more high- 
grade women’s shoes than any similar organization in 
the world. From his well-furnished, cubby-hole of an 
office in the Fifth Avenue, New York, store, Manuel 
Gerton virtually determines the foot apparel of thou- 
sands of women, not alone in New York, but in Chicago, 
Pittsburgh, Milwaukee, Philadelphia and in Palm 
Beach and Miami Beach. He calls it fun. 


by EDMOND LEAMY 


Mr. Gerton is a young man. Born in Philadelphia, 
he is only thirty-four. He scarcely seems as old as. 
that. His black hair is thick and wavy, his face un- 
lined. A ready smile under a small black mustache- 
reveals even, white teeth. He dresses like a fashion. 
plate; looks like a movie star; talks in low, modulated 
tones, and has that quiet air of assurance which is the- 
unmistakable hall-mark of the man who has arrived.. 

Youngest of a family of four, Gerton quit school: 
early and found a post in the office of a state senator. 
Contact with the great didn’t impress him. Politics and’ 
politicians had no appeal to a restless urge which was. 
slowly developing in him. He up and quit, tried his. 
hand at one or two other things, and finally landed, 
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The Name Saks Fifth Avenue Is Synonymous with Shoes 


The Name Manuel Gerton with Style and Friendliness 


banging at the door of one of Feltman & Curme’s shoe 
stores in Pittsburgh. 

If at that moment Destiny was guiding his hand, 
young Manny didn’t know it. All he knew was that 
he wanted a job and that one had been advertised there. 
He went in. A post as junior floor-salesman was open. 

He had no knowledge of salesmanship. But at 
eighteen, to a youth of Gerton’s calibre, that was only 
a minor detail. He had been fending for himself for 
a couple of years. He was bright-eyed, attractive, keen 
and thoroughly in earnest. He knew how to talk. His 
manner was disarming and ingratiating. He was hired. 

For a second he was overwhelmed by his success. 
Then followed a reassuring discovery. Anyone who 
had done as swell a job as he in selling himself to 
an employer, could certainly sell shoes. He went on 
the floor. He made good. : 

A year or so later Feltman & Curme decided to open 
a store in New York at Broadway and 4st Street. 
Percy Wisdon chose Manuel Gerton as one of the men 
he wanted to go there as a salesman. Gerton leaped 
at the chance and for the next couple of years he was 
top man on the floor. 

To this day he has not forgotten Mr. Wisdon’s kind- 


ness to him. “He’s out in Kansas City now, I think,” 


said Gerton, recalling those earlier days when he was 
winning his way up and a helping hand meant so much. 
“He’s a grand person. I'll always be grateful to him 
for his patience and cooperation and the way he took 
a greenhorn in tow and taught him all he knew about 
the shoe business.” 

He was happy at Feltman & Curme’s, but a better 
job beckoned at Saks 34th Street; shorter hours, | 
higher pay. It was an opportunity not to be refused. 
Gerton bade Mr. Wisdon good-bye. With his old men- 
tor’s good wishes ringing in his ears, he took up his 
new duties. This, he now realizes,.was his first real 
step-up in the shoe business. He did not realize it 
then, however, for in 1923 he resigned, not only from 
Saks, but from everything connected with shoes. And 
—of all businesses—started out for himself as a manu- 
facturer of ice-cream cones. 

“Well, that,” he smiled reminiscently, drawing on 
a cigarette, “you can just say melted away.” 

In a short while he was again with Saks, this time 
at the 5th Avenue store. He had not forgotten his tech- 
nique, he had not lost his touch. Promptly he was put 
in charge of the Palm Beach shop; was loaned to 

[TURN TO PAGE 42, PLEASE] 


Lights and Shadows—Coler and Proportion—Evening Footwear Display Punctuated 


by One High Hat 


Buyers and visitors to New 
York during the period of the 
Spring Style Showing of the 
Shoe Fashion Guild of Amer- 
ica will find it of great educa- 
tional value to not only “shop 
the windows” but to visit 
with the famous buyers along 
Fifth Avenue. Each and all 
of them make shoemen wel- 
come. 


No windows in New York 
played a bigger part in the 
progress of footwear display 
than the Saks windows on 
Fifth Avenue opposite Rocke- 
feller Center. This new back- 
ground, in particular, indi- 
cates a new principle in dis- 
play that should be seen to be 
appreciated. 
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CONCENTRATE ON GETTING THE MONEY 


HIEAVY holiday buying is forecast—and yet a mer- 
chant as much as acknowledged at a meeting last 
week that he was folding up all his December activ- 
ities and putting all his eggs in a_post-Christmas 
clearance. 

That’s a fine state of affairs in an industry that has 
something to offer the American public. At least there 
are the store front, the illuminated window-boxes and 
a clerk or two to operate the cash register—providing 
someone has sense enough to put in merchandise that 
will appeal to a public in a spending mood. The pre- 
diction of a heavy-buying holiday season is big enough 
to cover shoe stores as well as novelty and department 
stores. 

We would like to see this Christmas the exception 
that disproves the rule. If the automobile industry 
can think well enough of the Christmas purse to put 
its new models on the market in November and to 
put dynamic showmanship into the early showings of 
these luxury items (all for the purpose of getting the 
first payment or its equivalent), then certainly a little 
industry like that of shoes, with its own pretty little 
models that cost approximately one per cent of the 
price of an automobile, can set its ambition high 
enough to go out for pennies when the other fellow 
is out for dollars. There you have it . . . a Christmas 
business worth fighting for. 

“Prospects for holiday trade are the best since the 
days before the depression. Volume may be bigger 
than in ’29 or in ’28,” is the prophecy of a big oper- 
ator. Would a shoe merchant say as much? Believe 
it or not but that prediction comes from Carl Whit- 
man, vice-president of the General Foods Corporation; 
and one doesn’t necessarily associate foods as a peak 
sales item for the holiday season. One would almost 
believe that useless gifts would dominate the sales of 
the last eight weeks of the year, yet food, and we hope 
footwear, wants its share. 

The automobile men have found out that coopera- 
tive presentation of their wares in the holiday season 
makes the entire public automobile-minded at that 
time. They are highly competitive as individuals; but 
cooperatively concerned that the public is auto-minded 
at promotion time. 

Something of the same sort of cooperative enterprise 
could be engineered in shoes. It can be done locally, 
sectionally and nationally. Certainly, if merchants 
could agree to present simultaneously in windows and 
publicity certain definite seasonal shoes, the public 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


of that city would sense the correctness of that footwear 
at that time. The reason why blue sells so well in 
Springtime is the almost universal presentation of blue 
in store windows and the emphasis put on the term 
“blue.” If something of the same sort could be done 
to Tans in the Fall and then Browns in the Winter, 
the result would be increased pairage and increased 
personal satisfaction of customers. It is not that the 
public has too few or too many shoes presented to it: 
but that the picture of footwear acceptance is confused. 
The public is in doubt when the window displays 
everything from last Spring’s carry-overs to next 
Spring’s fashion forecasts. 

Some cities and towns are very definitely influenced 
by window display. The common presentation by all 
stores of definite season types of shoes having similar 
broad characteristics is actually more resultful in 
sales to the consumer than when rugged individualism 
scatters everything all over the town. After all, a defi- 
nite shoe window, whether it be independent or chain 
or specialty shop, sells the message of shoes sold over 
a fitting stool and they all can have something in 
common. The “favored-few” may buy the exclusive top 
fashions—and with today’s speed of designing, making 
and delivery pretty hot styles are available to any- 
body for any price. 

‘Shoes are a concentrated field of selling, but that 
concentration also has its advantages. We had occa- 
sion to hear a sales manager read the following piece 
of doggerel which, although not very good rhyme, is 
pretty good reason: 


“CONCENTRATED SELLING” 


“Walk more miles, make more calls 
Take more chances, and more falls, 
Times more hard, try more ways— 
The more you do the more it pays. 
Find more spots, use more bait, 
Start more early, stay more late, 
Try more schemes, use more tact, 
The more you do, the more men act. 
he more hope, use — skill, - 

more pros en more still, 
Smile more hole ead more cheer— 
The more yo do, the more you hear. 
Think more thoughts, more intense 
Give more reasons, with more sense, 
Work more hours, work more well— 
The more you do, the more you sell.” 


Footwear is a much more expanded field of selling 
[TURN TO PAGE 62, PLEASE] 
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YOUR RMB 08 support 


Announcing the addition of the new Doctor Stabilizer Shoe (for the low arched or flat, broken 
down foot) to the already famous line of regular Doctor Shoes for the high arched foot . Scientifically 
designed by orthopedic experts . . . skillfully fashioned by Union craftsmen .. . highly endorsed by lead- 
ing authorities . . . Doctor Shoes contribute to natural foot action and lasting foot health. Shoes that fit 
any foot 100% better than ever before! 


FOR THE HIGH ARCHED FOOT 


The original Doctor Shoe affords distinct pro- 
tective and preventive features that guard 
against foot ailments and faulty foot action. A 
two-piece metal arch support, a rigid member 
supporting the transverse arch and a semi- 
flexible member to support the anterior arch, 
combine with the firm, comfortable bandage 
grip of the upper to make the Doctor Shoe the 
smartest and most dependable foot wear for 
the high arched foot and for protection of the 
normal arch. 


FOR THE LOW ARCHED FOOT 


The new Doctor Stabilizer offers a wealth of new 
comfort and protection never before offered in 
any shoe. The light weight, tempered spring steel 
shank, the moulded leather oscalsis stabilizer and 
cuboid balancer and the firm pegged arch con- 
struction all provide strong, rigid support, free 
from cumbersome weight. New lasts, smartest 
styling and smooth workmanship make this at 
once the best looking and longest wearing of all 
corrective shoes — at ordinary shoe pricel 


| ; ; 


PERFECTO RECTIFIER MODERN MASTER R. X. 
Style No. 2250 Style No. 2350 Style No. 2650 Style No. 2152 Style 2452 


RACINE SHOE MANUFACTURING C0. Racine, Wis. 
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“Reprinted from Harpers 
Bazaar, November 1936 
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CUSTOM BOTTIER, NEW YORK 





— 
TENTION DUE SHOES WORN BY DISCERNING WOMEN. THE LINES, COLORS 








AND FABRICS ARE CREATED 





TO BLEND HARMONIOUSLY 






”" 






WITH CURRENT EVENING FASHIONS. AND, MOST IMPORTANT, THE SHOES 





ARE BUILT ON LASTS RECOGNIZED AS THE FINEST IN THE COUNTRY. 






*Maker of famous Fenton Last Footwear for Saks Fifth Avenue 









On Display at 


Shoe Fashion Guild of 
America, Waldorf-As- 
toria, November 5, 6, 7. 







“Reprinted from Harpers 
Bazaar, November 1936 
issue.” 


a festive sandal for brilliant evenings. Built on 


the famous Fenton last with geometric flame-like 
tongues mounting cross bands. Alternate red 
or green kid with gold; gold and silver kid; 
silver with black or white satin for dyeing. 18.50 


A Fenton last original made exclusively 


for Saks Fifth Avenue by La Valle 











Q@NE of the most significant developments of the day 
is the increased appreciation on the part of the public 
of better shoes, better shoemaking, better styling and 
better fitting. The country over, reports indicate that 
the “tops” in shoes show a greater percentage of in- 
crease than any other division in the footwear field. 
The reason is more than just a desire to spend more 
for footwear in the belief that by so doing there can 
be intangible benefits in prestige and satisfactions. 

The truth of the matter is that there is something 
in a better grade shoes that warrants its purchase by 
the public. There is an economy of quality, as anyone 
knows who has purchased a pair of high-priced shoes 
and discovered that not one season’s wear but several 
years’ wear is to be had—for somehow or other the 
shoe stands up. And that is a point of importance in 
footwear, for a shoe that loses its shape because its 
intrinsic ingredients have no elements of quality is 
a cheap shoe no matter what price has been paid. 

When we say quality, do we mean price? Not neces- 
sarily—because there can be a well-balanced quality 
even in a cheaper shoe, price considered. The miracle 
of it is that shoes can be made as well as they are for 
the low prices at which they are vended. 

So it is very interesting to sense a return of the appre- 
ciation of quality in footwear, as represented by the 
public’s willingness to pay a better price for a better 
article. Let us not think in terms of what was once called 
“the carriage trade.” That no longer exists, for the 
passive gentility of the mid-Victorian age is gone, for 
good. 


ALL people, everywhere, are more active by day and 
by night—more alert and more interested in business, 
in sports, social events and in the home. More active 
people mean more active foot work. With the increase 
of foot activity comes the increased appreciation of 
shoes and their uses. This then has been the background 
against which we place the stock of a good shoe store 
and indicate that there is greater opportunity than 
there has been in a decade for good shoes, good service 
and good stores. The answer is perhaps best expressed 
in the term “the business woman” as a customer. 

The important woman in shoes today is the alert 
and interested business woman. She spends more for 
her footwear and apparel because she understands the 
value of appearance. 
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“There aré plenty of women earning five figure 
salaries. There are thousands earning over $5,000 a 
year. There is one secret of success—and nobody makes 
any secret about it—always appear better dressed than 
would seem possible on your income. Always dress in 
the next higher income bracket. Be thrifty. Keep well 
within your clothes budget, but don’t look thrifty. Re- 
member, you are well dressed when you are fittingly 
dressed.” 


THAT'S the advice of a famous advertising woman in 
New York who senses the importance of the business 
woman market to her store. 

We have pictured the business woman at the office, 
at a party and at a sports event. She must have smart 
footwear always! 

Willard L. Thorp, Director of Economic Research, 
Dun & Bradstreet, says: “We appear to be in the midst 
of one of those happy periods of business, a season 
of rising business activity. This is so obvious that even 
the two great political parties, in their search for con- 
troversial issues, do not debate the fact of business 
recovery, but turn their oratory on other problems. 

“All the indexes which are used to depict business 
conditions give evidence of a strong upswing. Produc- 
tion, employment and retail trade all not only made 
fine records in the Spring, but did not show the Sum- 
mer slump which has become almost an accepted part 
of our business pattern. Business failures, except for 
a few months in 1919, have not been lower in over 
forty years. And business profits have shown a strik- 
ing increase in recent quarterly figures. 


**WWE seem to be in an extremely healthy condition, 
as far as current business activity is concerned, although 
the national budget and the problems of labor, both 
employed and unemployed, are strong reminders that 
our difficulties are not all solved. The price structure 
which was so badly out of balance appears to have 
returned to something like its earlier form, agricul- 
tural and raw material prices having risen more than 
prices of manufactured commodities. The banks have 
adequate resources for loans. And the national income 
has showed a steady improvement for many months. 
This is particularly indicated in the reports on retail 
sales.” 
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What 
Can the Public Do? 


Buy the best shoe that can be afforded 
and then take good care of it after it is 
bought. The cheapest shoe is dear at 
any price if it has not the elements of 
good fit, good wear, good style and good 
taste. 

No article of wearing apparel, need- 
ing as many as 210 pairs of hands and 
about 137 machine operations, compares 
with the shoe as a product of efficient 
economy. 

The public profits most in buying its 
shoes in shoe stores because there you 
get something more than shoes—you get 
service. It’s the skill in fitting-shoes-right 
that makes for economy in your shoes. 
A well fitted pair of shoes is worth four 
pairs poorly fitted. It is profitable, there- 
fore, to get fitted right. You can’t get 
fitted right by sending for shoes by mes- 
senger, or by mail, or buying them over 
the counter. You must bring your feet 
to the store to get them fitted. You save 
money by doing so. 

The public is benefitted by a diversity 
of leathers, materials and types of foot- 
wear—it is given a chance for a choice. 

The shoe merchant plays a necesssary 
timing part in the pre-selection of mod- 
ern, fashionable footwear so that when 
you enter the store, your final selections 
are in good style, good taste and good 
variety. 


In 
Conclusion — 


the American public should remember 
that in buying footwear it should not 
ignore the economy of quality. The best 
is none too good for a pair of feet that 
must go places and do things at today’s 


accelerated pace. 





BRILLIANT 
FASHION GUILD 
SHOWING 
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The Board of Directors of the Shoe Fashion Guild in session, 
to discuss last-minute arrangements for the coming Spring show- 
ing at the Waldorf-Astoria, November 5, 6, 7, 1936. From 
left to right: William R. Parrott, executive manager of the 
Guild; Murray D. Fine, George S. Laird, George Miller, Presi- 
dent, Herbert R. Garside, Newton Elkins, Andrew Geller, Morgan 
Grossman and Sydney M. Heiman, Guild counsel. Two members 
of the Board, Benjamin Schwartz and Daniel Palter, were un- 
able to attend this meeting and so are not included in the 
above photograph. 


Greatest Showing of Quality Footwear at the Waldorf-Astoria, New York, Nev 5-6-7. 


THE third showing of the Shoe Fashion Guild of 
America, Inc., at the Waldorf-Astoria, November 5, 
6, 7, 1936, promises to be a well-attended affair and 
the most successful the Guild has had as yet. Between 
twenty-three and twenty-four hundred invitations have 
been sent out to buyers and merchandise men repre- 
senting retail outlets and prospective distributors of 
Guild members’ merchandise. The response to these 
invitations has been most gratifying, showing that a 
good representation from the entire country as well 
as several foreign countries will come to view the 
latest in Spring merchandise in the quality lines. 

As before, admission to this showing is by invita- 
tion only. Ninety rooms have been reserved by ex- 
hibiting members of the Guild and everything has been 
so arranged that the exhibitor has merely to lay out 
his merchandise on Thursday morning to be ready for 
the show’s opening. 

On Thursday, the first day of the show, the various 
lines will be opened for inspection, continuing through- 
out the day. ‘Friday is to be the big day of the showing 
with a luncheon scheduled for noon at which it is 


expected between six and seven hundred shoe men will’ 


attend. Herbert L. Redman, director of Saks 34th 
Street, will be the feature speaker. Following his 
[TURN TO PAGE 42, PLEASE] 








Exhibiting Members 
American Shoe Co. Meyer Bros. Shoe Co., Inc. 
Avon Shoe Co., Inc. I. Miller & Sons, Inc. 
Cardone & Baker, Inc. Newton Elkin Shoe Co. 
Carlisle Shoe Company Palter De Liso, Inc. 
Cornell Shoe Co., Inc. Pincus & Tobias, Inc. 
Delman, Inc. Premier Shoe Co., Inc. 
Daniel Green Company Schwartz & Benjamin, Inc. 
Drell Footwear, Inc. Seymour Troy, Inc. 
A. Garside & Son, Inc. The Stetson Shoe Company, 


Andrew Geller Shoe Mfg. Inc. and its division, M. 
Co., Inc. N. Arnold Shoe Company 


Stone Shoe Co., Inc. 
E. H. Strassburger, Inc. 


Goldstein Footwear, Inc. 


Grossman’s Shoes, Inc. 


Henning Shoes Tupper, Inc. 


Laird, Schober & Company 
Martin ‘Weinstein Shoe Co. 


La ‘Vella, Ton. H. Zuckerman Shoe Mfg. 
C. & A. Lo Presti, Inc. Co., Inc. 


Unity-Grossman, Inc. 
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I- MILLER & SONS, Incorporated 


Long Island City, New York 
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Stores and Agencies, Principal Cities, U. S., Canada, Foreign Countries 
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SINCE it was first presented at the Leather Show 
in September, this color has attracted wide attention. 
Tanners tell us they have had more requests for 
samples of this shade than for any other novelty color. 
A number of important shoe factories are styling it 
now in their Spring lines. It looks like a dark horse 
worth watching. 

In costumes, the shade has been coming into promi- 
nence for more than a year, and was again strongly 
sponsored by Patou in the last Paris openings. It has 
also been given play as a glove color and is shown 
on the Spring glove card. 

As a shoe color, it is most important for lighter 
types of shoes (not as a sports item) in lightweight 
calf, kid, suede and the new, mat-finished kidskins. 
It is being styled in all-over shoes and in combination 
with navy, grey, black, and occasionally wine or rust. 

This blue is so neutralized that it can be used with 
many different costume shades—the only exceptions 
being the greens and bright, flag blues. Wine red and 
rose shades are its best alliance. It is possible with 
navy and possible with black. For this reason, it is 
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This Ardoise Color in Shoes 


Leoks Like a Dark Horse for Spring. 


expected to be used much as grey is used—as a “go 
with everything choice,” and is not so much indicated 
in the higher price brackets as in the more popular 
range. In other words, an ultra fashion-conscious 
woman might wear it in certain limited costume com- 
binations, while the average person might adopt it as 
an all-round light shoe for Spring. 


IT is too early to be sure whether or not Ardoise blue 
will be an important factor in Spring selling, but 
not a moment too early to sample it . . . and watch it. 
At the present time it has all the ear-marks of a sud- 
den hit . . . quick to come, perhaps quick to go, but 
not to be missed! 

These are times in which shoe merchants would do 
well to keep a weather eye open for new and interesting 
developments in the field of fashion. Periods of expand- 
ing business are almost invariably characterized by an 
acceleration of style origination. Manufacturers are will- 
ing to undertake the risk of promoting new ideas, and ° 
new ideas often hold the key to profits. 
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Spring Song 


Happy harmony in lovely shoe build- 


ing. Harmony of fascinating design... 
intriguing tunes rinctwebule blended 
by creators of exquisite footwear, 
have produced Spring Shoes of math- 


ae 


less beauty. Shoes that sing a : 
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OHIO CITIES AFFORD 


Prosperous Shoe Market 


And Merchants in Cleveland, Cincinnati and 


Celambus Find Quality in Growing Demand as 


Recevery Gains Headway in Buckeye State. 


CLEVELAND and Cincinnati are 
separated by the entire length of 
the state of Ohio, and between them 
stands Columbus, all three being 
cities of strength and influence in 
finance, industry and fashion. 

Commemorating 100 years of 
growth, Cleveland extended its 
Great Lakes Exposition beyond the 
designated closing date in October 
of this year, and left the buildings 
standing for a second session in 
1937. Second to New York in 
manufacture of ready-to-wear cloth- 
ing, and second city in the United 
States in variety of manufactures, 
Cleveland has a stable industrial 
foundation. 

Coal from Pennsylvania, West 
Virginia and Ohio, and iron ore 
from Minnesota, meet at the Great 
Lakes port of Cleveland to make it 
one of the world’s greatest steel 
and iron markets. The spirit of 
Cleveland is the spirit of progress, 
and this is reflected in its retail 
shopping areas. 

“The prime influence in deter- 
mining the purchases of shoes by 
women is high style,” finds Alton 
D. Barnett, shoe department mana- 
ger of The Lindner Company, 
Cleveland, which doubled the size 
of its ladies’ footwear department 
the first of September. “Quality, 
however, is considered along with 
fashion.” 

“Heretofore it was first fashion, 
and then price. Now price is really 
the last consideration. It is as easy 
to sell a woman a $16.75 shoe as 
it is to sell her a pair for $12.75. 
Our prices on ladies’ footwear 


range from $6.95 to $16.75, and 
the large volume is above $10.00. 

“Business is coming along ex- 
ceedingly well. The trend is toward 
the purchase of better merchandise, 
and the resistance toward higher 
prices is becoming less and less. 
People are conscious of quality. 
Conditions are helped by the en- 
largement of many Cleveland fac- 
tories, and several plants are being 
either doubled or tripled in size.” 

J. A. McKee, manager of the 
men’s shoe department of The 
W. B. Davis Company, Cleveland, 
has built up a group of young 
men’s college shoes selling at $5.85, 
in patterns, and his success in sell- 
ing them to men whose usual shoe 
market is the $5.00 field has en- 
abled him to make this field which 
is the store’s lowest operation, a 
profitable one. His $5.00 shoes are 
in the staple styles. 

“Our shoe business this Fall has 
been away ahead of any year since 
1929,” recalls Mr. McKee. “We are 
selling a lot more good shoes, and 
our pick-up in volume has been 
entirely on the better merchandise, 
on shoes selling from $7.50 to 
$15.00. 

“Brown shoe sales have picked 
up at least 50 per cent over what 
they were last Fall. We are getting 
quite a bit of action on reversed 
calf, and are receiving calls for 
them in grades around $10.00 as 
well as in the lower prices. There 
is a big demand for heavy shoes in 
wing tips, grained leathers and ski 
patterns. — 


Another instaliment in the 
HIGH-WAYS TO BUSINESS 
Series. 


by Albert Whipple Morse Jr 


“Our men’s shoes sell from $5.00 
to $18.50, with the volume extend- 
ing from $7.50 to $10.00.” 

The Stone Shoe Company, Cleve- 
land, will occupy its new quarters 
about Nov. 15, thus marking the 
expansion of Ohio’s largest shee 
store, which was established in 
1863. 

“Our business is about 30 per 
cent ahead of last year,” says J. H. 

[TURN TO PAGE 40, PLEASE] 


J. H. ROBERTS 


Vice-President and General. Manager 

of 73 year old Stone Shoe Co., Cleve- 

land, which will move into fine new 
quarters next month. 
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SEYMOUR TROY presents his Spring 
Originations at the Waldorf-Astoria, 
November 5th, 6th, and 7th, during 
the Shoe Fashion Guild Opening 
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Ohio Cities Afford Prosperous 
Shoe Market . 





Roberts, vice-president and general 
manager of The Stone Shoe Company. 
“Suedes have been in the lead, and 
about Nov. 15 we shall be backing out 
of suedes and going into fabrics with 
leather treatments, 

“Black has been first in demand. 
Brown has shown more strength than 
we expected, and green, wine and grey 
followed in that order.” 

At Stone’s men’s shoes sell from 
$5.00 to $12.50 on the main floor, and 
at two prices, $3.25 and $4.50, in the 
basement. Ladies’ shoes are priced 
from $5.00 to $12.50 on the main floor, 
and at the single price of $3.95 in the 
basement. 

Murray Bender, Inc., Cleveland, has 
a thoroughly modernistic show room 
in the shoe salon which Mr. Bender 
opened at Peck & Peck on Aug. 24. 
The color scheme is a warm, light grey 
with orange. Window displays in the 
walls of this store, which is on the 
second floor, present the merchandise 
in a pleasing way. 


Blacks Lead in Popularity 


“Blacks are first in popularity,” finds 
Mr. Bender. “Browns are second, with 
greys, greens and Burgundies follow- 
ing in that order. With black outfits, 
women are buying black shoes, rather 
than getting into the bright-colored 
shoes and accessories. 

“The important thing to the fashion- 
minded women is the _ high-in-front 
shoe. Women want pretty shoes that 
are different, and they are not so in- 
terested in the price. We find a ten- 
dency toward better things, and people 
want better shoes.” 

Mr. Bender sells ladies’ shoes from 
$8.75 to $14.75, with the volume evenly 
broken through the whole price range. 

French, Shriner & Urner moved its 
Cleveland shop for men from the Union 
Trust Building to the present location 
on Euclid Avenue .early last March, 
and with its air-conditioned comfort 
last Summer and other favorable fea- 
tures of the store, the change has 
brought a greatly increased business. 

“We are away ahead of last year’s 
business, and sales have been better 
than we expected,” reports A. W. 
Laetsch, store manager. “Our increase 
has been in hosiery and slippers, as 
well as in shoes. 

“We are selling more tans and cordo- 
vans. Our sales increase is proving 
to be the best in eight years on tan 
shoes. Men like color contrast, and we 
see tans worn today with nearly any 
colored suit. 

“The latter part of September we 
started to sell our heavy shoes. Men 
are buying earlier, and are buying 
better. We look forward to a very 
busy Winter. Our shoes are priced 
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from $7.65 to $12.85, and our big 
volume is from $10.00 up.” 

“Gateway to the South,” Cincinnati 
is a center of culture and wealth. Its 
market area reaches into Indiana and 
Kentucky, and contains a_ million 
people. . 

“We have. found that our outstand- 
ing styles in quality shoes have had a 
better acceptance every day,” says 
W. E. Newbold of the W. E. Newbold 
Bootery, Inc., Cincinnati. “Quality 
merchandise has had, as has always 
been true, a real place in every city. 
People are tired of cheap junk, and 
we have had no resistance in price at 
all this Fall. 


Variety of Colors Helps Sales 


“This has been a very unusual Fall 
season, because we have had a variety 
of color, which has made it possible 
for the shoe man to sell more than one 
thing during the season. Naturally, 
and definitely, black has led all other 
colors during the Fall season. 

“With shoes and bags as an en- 
semble, this has given us a new volume. 
In our bag department during Septem- 
ber we sold one bag to every three 
pairs of shoes, and the tie-up of shoes 
and bags has made it possible in prac- 
tically every case to sell more than one 
pair of shoes. We have sold extra 
pairs of shoes because the woman is 
more color-conscious in her costume, 
and she realizes that shoes accent her 
suits. 

“We had a very nice increase in our 
September business, and everything 
looks favorable for a nice business 
throughout the Winter. Conditions 
positively show an up-trend, and they 
look like they will continue to im- 
prove.” 

Mr. Newbold, who sells ladies’ shoes 
exclusively, prices his shoes from $8.75 
to $21.00, with the volume point at 
$12.75. 

“This is the first time in four years 
that shoes are really showing a de- 
cided gain over previous figures,” re- 
ports E. C. Ejichelberger, shoe mer- 
chandise manager for The Smith-Kas- 
son Co., Cincinnati, “and T think that 
we owe it to the fact that we have 
graded up, and that we have added 
lines from $12.75 up this Fall. 

“It seems that women are more 
fashion-minded today than they have 
ever been. Even ultra-conservative cus- 
tomers want shoes with better lines 
and higher styling.” 

The Smith-Kasson Co. sells ladies’ 
shoes from $6.50 to $22.50 in their shoe 
salon, with the volume at $8.75. In 
their basement, ladies’ shoes are sold 
from $3.00 to $6.00, with the volume 
at $4.00. Men’s shoes are sold from 
$11.50 to $13.00 in the Dr. Locke de- 





partment, and most of the sales are at 
$11.50. Ladies’ shoes in the Dr. Locke 
department sell from $10.95 to $12.50, 
with the volume spot at $11.50. Chil- 
dren buy shoes from $1.00 to $6.50, 
with the volume at $4.00. 

Chas. A. Reinke, manager of the 
shoe department of the Dunlap Clothes 
Shop for men at Cincinnati, says: 
September last year showed a 30 per 
cent gain in business over September, 
1934, and this year the month of Sep- 
tember was 20 per cent better in sales 
than the same month in 1935. This in- 
crease in business is continuing to hold 
up throughout the Fall. 

“Browns in heavy brogues for street 
wear are going very good, and brown 
cordovans are especially popular.” 

Men’s shoes at the Dunlap Clothes 
Shop sell from $5.50 to $10.00, with 
the volume point at $8.75. 


Columbus Serves Wide Area 


Centrally situated in the state, 
Columbus has for its market 32 cen- 
tral and southeastern Ohio counties. 
On file with The Retail Merchants 
Association of Columbus are a total 
of 95,286 active charge accounts dis- 
tributed throughout this market area. 

C. E. Hollaway, buyer of ladies’ 
shoes for The F. & R. Lazarus & Co., 
Columbus, says: “Our business is on 
the up and up, and is coming along 
very nicely. Fall business has been 
very good, and we are selling more 
merchandise. For the next three 
months we feel sure that conditions 
will be very favorable. 

“During this Fall season our sales 
have been 40 per cent on blacks, 35 per 
cent on browns, 10 per cent greens, 
8 per cent greys, and the rest in the 
field of dubonet, vintage calf and wine 
colors. 

“People are doing things, and are 
going places, and ladies need walking 
shoes and are buying them in blacks, 
browns, greens and greys. There is a 
definite demand for low heels, provided 
they are good looking, and women do 
not hesitate to pay $11.75 for a pair 
of low heels. Two years ago a woman 
would object to that price for low heels. 

“Customers are getting into com- 
fort. Naturally women like to have 
their feet look small, but they insist 
on comfort. 

“Women now buy several pairs at a 
time. Today one woman bought four 
pairs, and the sale amounted to 
$60.00.” 

Mr. Hollaway’s third floor depart- 
ment sells ladies’ shoes from $6.50 to 
$14.75, with the volume points at $6.50 
and $12.75. 

Dick Mahanna, president of Hol- 
brook’s Bootery, Columbus, a_high- 

[TURN TO PAGE 57, PLEASE] 








BOOT AND SHOE RECORDER, October 31, 1936 


Stace Light Stace Beight 


No star that twinkles could dim their 
brilliance. The milky way itself cannot 


outshine their loveliness. 


For here is shoe magic! Wisps of fabric, 
dabs of leather —and lo! .. . Val-Ars shoes 
are born. To be worn by discriminating 


women everywhere. 


To see is to marvel. Would you care to see 
them... radiant with beauty... gifted 


with glamour? 


VAL-ARS SHOES, INC. 


Pp. D. La Valle, President 
634 BROADWAY, NEW YORK 
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Laird Schober, to manage the Para- 
gon Shop in Kansas City which that 
company owned; was recalled after a 
year, when his talents manifested them- 
selves so highly that Saks wanted him 
to take over the job he handles so ably 
today. 

Gerton is possibly the youngest shoe 
buyer in the country; certainly he is 
the youngest to hold a position as im- 
portant as shoe buyer for Saks Fifth 
Avenue. He carries his honors modest- 
ly, although he is the first to recognize 
the responsibilities on his shoulders. 
He has a distinct philosophy in regard 
to the merchandising of shoes. 

It is his firm belief that he can do 
a better job if he buys from a limited 
number of manufacturers rather than 
from a great many. 

“By dealing with a limited number,” 
he explains, “I get the greatest pos- 
sible cooperation from them. They 
know what I want and they give me 
what I ask for. 

“I do my own styling, either indi- 
vidually or through a tie-up with out- 
standing designers. These manufac- 
turers follow out faithfully the ideas 
given them. 

“I find that each type of shoe is 
manufactured best by one factory. So 
one factory turns out tailor-types for 
me; another handles sandals; another 
novelties, and so on. 

“But that is not the only important 
point. There is the matter of lasts. 
The first requisite in selling shoes is 
that they fit. Style follows. We have 
definite responsibility to our cus- 
tomers. We must give them well-fit- 
ting shoes; we must maintain fashion 
leadership. They look to us for both. 
Through dealing with a limited num- 
ber of factories, the first problem is 
solved; for no matter what the style, 
the lasts do not change. As for styles 
...” He pauses, stamps out his ciga- 
rette, lights another. “Styles are 
created by intuition, by anticipating 
the fashion in clothes; this year, for 
instance, skirts became shorter, shoes 
therefore, more important. A higher 
type was called for, such as our 
‘Valkyrie.’ 

“TI follow diligently the change in 
women’s fashions as created abroad. 
We must keep abreast with them in 
designing feminine footwear. Of course, 
there is always demand for classic 
shoes. But women nowadays are defi- 
nitely style-conscious as regards foot- 
wear and their demands must be met.” 

Some of their demands are very 
definite. Part of every day Manuel 
Gerton spends on the floor listening to 
opinions voiced by customers, learn- 
ing their likes and dislikes. His assis- 
tants tell him what they also have 
learned. He gives ear to them all. He 
welcomes advice and opinions from his 
associates. He is a firm believer in 

encouraging initiative. Every assistant 
and manager has been picked from the 








A Personality in Shoes 
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ranks—the Merit System. He is strong- 
ly of the opinion that heads of busi- 
nesses should always be looking for 
talent in their own organizations, and 
pays tribute to Saks for being so 
minded. 

Buying and styling shoes, he be- 
lieves, is only fifty per cent of his 
job. The other half is selling them. 
That necessitates, among other things, 
a complete knowledge of the stock on 
hand. He knows every shoe in every 
one of his outlets. His ability to 
handle such a tremendous amount is 
due to his early training as a shoe 
salesman. 

He has a retentive memory, bound- 
less energy, an almost uncanny fac- 
ulty for interpreting the customer’s 
viewpoint. His work is his greatest 
hobby though he likes to play golf 
and to ride and to fly. His happiest 
relaxation is to get behind the wheel 
of his sport roadster and, with the 
top down, whiz across country roads. 
Evenings he spends reading or at a 
theater or movie. He is especially 
fond of biographies, sometimes a de- 
tective story. Three or four times a 
year he visits all the Saks Fifth Ave- 
nue stores. He keeps physically fit 
by regular attendance at a gym. 

He thinks the shoe business is the 
finest in the world, and that it offers 
great possibilities to any young man. 
“But,” says he, “to do a job well a 
man must apply himself to it one hun- 
dred per cent.” 

And Manuel Gerton -practices what 
he preaches. 


Block Opens Largest Store 


SEATTLE, WASH. — The newest and 
largest of the Block group of shoe 
stores was opened in this city, the head- 
quarters of the chain, at the corner of 
Pike and First Avenue. This store has 
a frontage of 85 feet on First Avenue 
and 45 feet on Pike Street and has some 
140 running feet of window displays. 

The new store, in addition to its first 
floor salons, will operate a special mod- 
ern department in the balcony, Max H. 
Block, president, announced. Maroon 
nuroplate marbleized glass with black 
carraro trimmings provides the very 
latest in accepted modern exteriors. 
Bronze fittings and trimmings further 
enhance the streamlined appearance of 
the new store front. The glass is of 
Pittsburgh Glass Company. 

Features of the interior furnishings 
include mahogany furniture, shelving 
and cases, and upholstered fitting seats 
the newest convex type, bent by the 
of chromium, trimmed with Venetian 
red and bone-white leather. The walls 
are off-white, forming a pleasing con- 
trast to the lime-tone rugs. Indirect 
lighting fixtures are of chromium. Both 
interior and window lighting are the 
last word in correct illumination. 

Neon signs will appear both on First 
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Avenue and on Pike Street. A feature 
of these signs will be a new-type onyx 
glass tubing with special electrodes, 
which is said to furnish a distinctive 
type of blue-white luminosity. 

In ‘addition to the Block stores in 
Seattle, the organization is represented 
in Bellingham, Everett, Tacoma, Olym- 
pia, Aberdeen, Wenatchee, Yakima, 
‘Walla Walla and Spokane, all in Wash- 
ington state and in Portland and in 
Salem, Oregon. Max Block advises that 
negotiations are now in progress for 
leases in California and Idaho. 

The new store here is being managed 
by Joe Jaffe, who was transferred to 
this store from the Block store in Port- 
land. Mr. Jaffe has been particularly 
successful in developing men to take 
the responsibility of store management. 
E. R. Eshia in Yakima, Harry Potter 
in Everett, N. Stinbock in Tacoma, M. 
Williams in Wenatchee and I. Jacobson 
in Walla Walla are all store managers 
for the Block organization who have 
been developed by Jaffe. 

Associated with Mr. Block in the 
management of the business are Harry 
H. Lappe, general manager; Bernard 
Ross, sales manager; H. I. Ash, mer- 
chandise manager; R. P. Lund, comp- 
troller, and A. C. Peterson, auditor. 





Good Prospects for 
Sandal Season 


MIAMI, Fia. — At the Sam Bailey 
Boot Shop, 297 E. Flagler Street, they 
report prospects as being very good 
for a sandal season. The sandal of to- 
day is more dignified and better looking 
than it has been. White is very much 
in the picture even at this date, fully 
85 per cent of total volume is running 
this way. Of the remaining 15 per cent 
blue, grey and beige have a large part. 
Beige is something to watch; it is en- 
tering the picture gradually but with a 
steadiness, 

For men there is a definite trend to- 
ward the more dignified, more genteel 
shoe, says Mr. Bailey. Featherweight 
shoes are in demand. Two-tone sports 
are as usual leading. One of the most 
popular is a white buck: with brown or 
black calf trim. A slightly-pointed toe 
has a straight colored tip; the lace 
stay and heel form is the same. Digni- 
fied and good looking this is meeting 
with high favor. 





Brilliant Fashion Guild Showing 
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address, speakers will be picked ex- 
temporaneously from the audience for 
short talks. 

Saturday morning has been reserved 
for the press at which time those to 
whom press invitations have been ex- 
tended, will be admitted. 

Everything has been so arranged 
that the exhibiting members can show 
their lines and conclude their busi- 
ness with as few interruptions as 
possible, bringing the show to a suc- 
cessful close at 6 p. m. on Saturday. 
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Sail 


ce TUPPER, INC. 


at . 
oi VAN 352 FOURTH AVE. 
NEW YORK CITY 


Design patents pending on these models 
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WHAT special lines are 

you going to add for the 
holiday season to increase 
your volume and your profits? 
Now is the time to decide this 
question and order in such 
merchandise, for you will want 
to begin featuring it in about 
two weeks from now. 


9 WHEN you plan your 

window displays today, 
keep in mind that Wednesday 
is Armistice Day and you will 
want a patriotic display. Ar- 
range one unit that can easily 
be changed to this on Wednes- 
day morning. Arrange with 
your local Legion Post for dis- 
play material. 


13 IF you have some odd 
lots you want to turn, 
put them in the window today 
with a card reading “Lucky 
Buys for Friday the 13th.” Lit- 
tle stunts like this cost you 
only the labor of making a 
card for the window and they 
will make folks talk about your 
store. 
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THE RETAIL 


Good Shoes Deserve Good Sales Promotion 


START the month with 

some entirely new window 
trims. Change your back- 
grounds, and your display 
cards, It's time for a good 
window of house slippers and 
your display card might even 
suggest that it's not too early 
to shop for Christmas. Change 
interior trims too. 


ADVERTISE style foot- 

wear vigorously today for 
Saturday's selling. This is a 
good style month for stores 
that really go after the busi- 
ness. A special value or two 
will help bring in the trade, as 
will a hosiery “leader. When 
did you last advertise chil- 
dren's shoes? 


10 IF your stock condition 
will stand it, why not 
send out a letter suggesting 
that now is the time to buy 
house slippers for Christmas 
giving? Offer to fill phone and 
mail orders and fo lay aside 
the orders until a few days be- 
fore Christmas if paid for now. 


14 NO doubt you ran a 
good strong ad yester- 
day to bring in Saturday cus- 
tomers. Be sure that the ad- 
vertised items are featured in 
the windows. Instruct salespeo- 
ple to remind customers that 


now is a time to buy 
hosiery and house slippers for 
Christmas. 


ELECTION DAY. How 

about putting a good 
footwear “buy” in the window 
today with a card reading 
"Election Day Special"? Per- 
haps you could arrange with 
your local newspaper to post 
election bulletins in your win- 
dow tonight. It would be a 
good publicity stunt. 


7 IF you have any of your 

holiday merchandise, such 
as women's handbags, in stock 
get it out on display on tables 
today. Such displays will pick 
up quite a few “plus” sales 
from customers who come in 
to buy shoes. Have you 
changed your interior display 
cards recently? 


1 ARMISTICE DAY. Don't 

fail to get your patri- 
otic display in the window 
early today. And don't forget 
that this is the day that you 
make your check of stocks. 
Make sure your hosiery stocks 
are complete, for the next six 
weeks will be big weeks for 
hosiery selling. 





4 CHECK your stocks to- 
day and pay particular 
attention to any early Fall 
styles that may still be in 
stock. Make a list of these and 
call them to the attention of 
all salespeople. How is your 
stock of house slippers? This is 
the big selling season. 





/ 
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1 APPROACHING Win- 

ter brings long dark 
nights and gloomy days. Your 
lights will be burning most of 
the time. Have you checked 
them over to make sure there 
are no burned-out lamps, and 
none that are growing dim? 
The brightly lighted store gets 
the most business. 


16 pi oe this ole 

week for a specia 
window display of children's 
shoes with cards suggesting 
that dry footwear is necessary 
for winter? A good compan- 
ion window would be one of 
rubbers and storm footwear. 
Make every window card tell a 
story! 
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CALENDAR for NOVEMBER 


A Werking Schedule for Busy Merchants 


17 FOR the holiday season 
you will want some spe- 
cial window trims and interior 
decorations. Have you planned 
for them? You will need them 
in a week or so. And you'll 
want some kind of a mailing to 
start off the holiday season. 
Now is the time to plan it. 


91 LIVEN up your windows 

for today, using dis- 
plays of any gift merchandise 
you have in stock. And begin 
to talk "Christmas" in your 
window cards. There are many 
people who will begin their 
shopping early if it is sug- 
gested to them by interesting 
window displays. 


95 TONIGHT, before you 
go home, you should 
put yew holiday window trims 
in place and get your interior 
trim up, so that the entire 
store will be ready to start the 
holiday selling season on Fri- 
day morning. Change every 
display card in the windows 
and interior. 








1 8 WHEN you make your 

check of stocks today 
pay particular attention to 
your special holiday lines. If 
any are not in stock, it is time 
to check up on your orders. 
And it would be wise to make 
sure you have ordered enough 
of every item to carry you 
through the season. 





9 THANKSGIVING DAY. 

You need a rest in 
preparation for the next month, 
but it might be worth while to 
spend an hour or so today, 
while the turkey is roasting, in 
checking over your plans for 
December. 


30 THIS might be a good 
day for you to take an 
hour's walk around the busi- 
ness district and see what your 
competitors are featuring for 
holiday >. Notice their 
window displays. Do yours 
compare favorably? Are your 
prices in line with those others 
are naming? 


1 ALL indications point 

to the greatest holiday 
selling season in many, many 
years. Are you SURE you are 
ready to get your share? Bet- 
ter review your plans and see 
if there are not some gift lines 
you can still add that will help 
you get some of that holiday 
profit. 


93 USE the Thanksgiving 
theme in your windows 
today, not that it will mean 
any great rush of footwear 
business, but because it is 
timely. Make your displays as 
interesting as you know how 
and play up style. Suggest 
heavy footwear for the Thanks- 
giving football game. 


9 TONIGHT'S paper 
should carry your first 
holiday season ad, a big one, 
playing up all the holiday lines 
that you have added. But don't 
make the mistake of neglect- 
ing footwear. Advertise “shoes, 
the practical gift" in every ad- 
vertisement that you use. 
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90 IN planning your ad- 
vertising for today se- 


lect the numbers that you 
would like to clear out by the 
end of the month. If stocks are 
too heavy on any of them, re- 
duce prices a little, and play 
them up as Saturday Specials. 
They'll sell easier now than in 
January. 


94 THE holiday selling sea- 
son begins on Friday, 
the day after Thanksgiving. 
Your holiday mailing piece, 
laying up all your holiday 
ines, should be all ready to 
mail today, so that you can 
take it to the postoffice tomor- 
row. Cover every name on your 
mailing list. 


98 ARE you sure that all 
your salespeople are ac- 
quainted with all your holiday 
items? Have you posted them 
to suggest these items to every 
shoe customer that they serve? 
And did you also tell them to 
suggest footwear to those who 
come in for handbags, slip- 
pers, etc.? 


And for the next three weeks promote through newspaper 
ads, windows and every avenue of publicity the idea of 


"Shoes, the Practical Gift" for Christmas. 


Feature 


slippers, hosiery, accessories and make it a real Santa 
Claus Season for your store. 






























As time marches on and 
plans materialize on this great 
Leadership in Industry issue, 
we'll be telling you more 
about it. 


239 West 39th Street 


New York, October 23rd: , 


Boot and Shoe Recorder, great National 
Shoe Weekly, today refused to recognize Europe’s 
dictators and war lords in their great Leadership in 
Industry Issue now in preparation. 


. Flash! Flash! Flash! Rome Threatens Reprisals 
... Moscow Is Militant... Berlin Highly Indignant. .. 
League Threatens Joint Action—But we are firm in our 
refusal. It nearly caused an international conflagration but 
we just had to say NO. Maybe they’re right in claiming 
that they are all leaders but they’re simply not the type we 
are looking for. We thought we made ourselves clear when 
we said: Leadership in Industry; we meant LEADER- 
SHIP IN THE SHOE INDUSTRY. It took courage 
to tell these boys that we had no place for them but we 
could not have this beautiful book all cluttered up with 
political characters—Time Marches On! 

eee 


Now, if they were all leaders in the shoe and 
allied industries, they would have to be in their rightful 
place in this issue. It would be our pleasure and our duty 
to see that they were in it because it will be the Who’s Who 
of the entire industry and every leader, in each of its 
branches, will proudly display his advertising in it. Mer- 
chants who are fortunate enough to be going to Chicago in 
January will use it as their guide to the National Shoe 
Fair. Merchants who must stay at home will find in its illu- 
minating pages the next best thing to going. Both will hold 
and use it as their WHERE TO BUY DIRECTORY 
for the busy 1937 that is ahead of us. 


BOOT & SHOE 
RECORDER 


A Chilton & Publication 


New York City 
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T. W. GARDINER COMPANY -: LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 





turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- ~ 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 


thentic service at all times. 





THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON,- MASS. 
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REGIONAL é SERVICE 
IN 


The individual and collective experience and 


facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


f. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO, 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & pottrenco, THE LAST WORD ynitep tastco., itd. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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HEALTH 


DO YOU KNOW 
THE INNER VALUES? 


. of the shoes you sell? If so 
why not find a way to avoid the 
‘crack-up’ of innersoles in men’s 


and boys’ shoes? 


YOU CAN— 


Genuine Newflex Pigskin Inner- 
soles have been tanned by a spe- 
cial process which eliminates 
all possibilities of ‘cracking-up’, 
yet these innersoles are fully 
flexible, and they absorb per- 
Spiration and foot acids without 
any damaging effects to the 
Pigskin. The porosity of Genuine 
Newflex Pigskin Innersoles per- 
mits the feet to breathe freely 
and remain healthy. 


PROMOTE FOOT HEALTH 
WITH GENUINE NEWFLEX 
PIGSKIN INNERSOLES. 


LY 


fe 
NEWFLEX 


DIGS KIN 


INNERSOLES 


Sy Wt 


COUNTERS 
WELTING 


Oo 9 od 


EDGAR 5: KIEFER 


TANNING COMPANY 
T Rapids, Michigan 
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Yes, There Is a Shoe 
Store Santa Claus 
[CONTINUED FROM PAGE 23] 


Build up to the occasion; don’t belittle 
it! Make your decorations striking, 
so that they register with the customer. 
Christmas is important to most people 
who come to your store at holiday time! 
If you let them down by neglecting the 
“Christmas Spirit,” they will let you 
down, They’ll buy elsewhere. There’s 
nothing that will kill the buying urge 
at Christmas time any quicker than 
entering a store that lacks Christmas 
atmosphere. Show your merchandise. 
Ninety per cent of goods is sold by 
sight. Gift seekers, even those who 
come to your stock in response to your 
advertising, are wandering and won- 
dering. They’re uncertain just what 
to give whom. They want to look 
about a bit. There must be generous 
displays of plainly marked merchan- 
dise for them to see and examine at 
their own convenience. 

In addition to shelf extensions at a 
convenient height, open display space 
can be gained by using two or three 
shelves in alternating sections. Move 
regular stock aside, if necessary. Put 
a “frame” of light lumber in holiday 
colors (white with green holly) around 
each group of shelves. Let these open 
shelf sections extend all around the 
shelving. 

Booths are good, if space permits. 
If you can’t give permanent space, try 
using one or more little “flower-cart” 
style displays. These movable, deco- 
rative units are very effective. 

Smaller stores, having permanently 
attached seats, can build tables over a 
part of the seats. Long light boards, 
hung down from the top of the shelv- 
ing will supply display space for mer- 
chandise that can be readily attached 
to them. 

Merchandise that is easily soiled can 
be attractively boxed and then wrapped 
in cellophane. Smaller, expensive items 
that might lure shoplifters can be 
fastened to display panels and covered 
if necessary. 

Don’t neglect practical “sample” dis- 
plays of non-gift items. Rack or shelf 
displays showing various styles in 
men’s, boy’s and children’s shoes; some 
women’s shoes and evening slippers 
will help get business. 

The importance of visual appeal is 
being given increased attention in all 
types of retail stores. As stated be- 
fore, it is an important help in any 
type of store, and will become an in- 
creasingly important part of shoe store 
selling. 

There may be some discussion as to 
the amount of shoes to be shown in the 
store, in regular seasons—but there’s 
only one answer at Christmas time— 
Display The Merchandise If You Want 
to Make Sales. 

Because Christmas shopping is a 
considerable ordeal to many people, 
every effort should be made to include 

[TURN TO PAGE 57, PLEASE] 





Sf You wanted 


THE WORLD 
WITH A FENCE 
AROUND, IT 


SERVICE 


WOULD BE WILLING AT 


HOTEL LENNOX 
IN SAINT LOUIS 


We expect you, our guest, to have your 
whims. To want to be humored. To want 
to be catered to. We expect you to crave 
more than the com, _ of home in this, 
your home in St. Louis. Every Lennox 
employee is brought up with a con- 
sciousness of this hotel’s accent on 
service. You'll sense this in your ay 
contact here. 


Fine Food is another reflection 
of the will to serve better. 
RATES 


50% of all rooms rent for 
less, single; $5.00 or 


for $3.50 or 
, double. 


al ee re 
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Surpass PHANTOM Kid is 
making a real contribution to 
the profit potentials of the shoe 
retailer and the shoe manufac- 
turer. Full bodied and firm, 
silky, with a warm, dull lustre 
and a fine even grain, it equals 
in every way the consistent 
uniformity and the standards of 
quality characteristic of Surpass 
Glazed Kids. Skill and care in 


the tanning processes, rigorous 
selection of the raw stock by 


Surpass agents in all parts of 
the world, plus a half century’s 
experience in producing fine 
Kid . . . these are essential in- 
gredients in every lot of Sur- 


pass PHANTOM Kid. 


wth 
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PYRAHEEL 
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MAKES SHOES EASIER TO SELL 
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BALLOON TYPE 
EYELETS 


WEDDING RING 
EYELETS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Rackham Store Remodeled 


Detroit, Mico.—The store of Stuart 
J. Rackham, Inc., one of the city’s 
newer downtown shoe stores which was 
originally opened about three years 
ago, has just been completely re- 
modeled, giving an entirely new aspect 
to this progressive store. 

The store owners are both well 
known in the shoe industry, Mr. Rack- 
ham himself being former president of 
the Detroit Retail Shoe Dealers Asso- 
ciation, while Clyde K. Taylor is a for- 
mer president of both the Detroit and 
the Michigan associations, and nation- 
ally known as a shoe stylist. 

The store has been remodeled so that 
it is now laid out entirely on one 
floor. The ground floor space has been 
doubled in width, taking in an addi- 
tional store space formerly used by an- 
other location, and giving a double 
frontage on Park Avenue and Eliza- 
beth Street. 

Two entrance doors are used, facing 
Park Avenue, with four five-foot win- 
dows along this street, and _ three 
fifteen-foot windows along Elizabeth 
Street. Windows are cut low, to a six- 
teen-eighteen inch height, with green 
marbled base on the street. Windows 
themselves are finished in bleached 
African walnut, with high side panel- 
ings, making the light wood finish very 
attractive. Window fixtures are of 
bleached maple. A jade green carpet- 
ing is used for the window floors. 


New Method for Upper Binding 


LYNN, Mass.—A new method for 
binding and pinking the edges of up- 
pers has been invented here.. It’s called 
imitation French binding, plus pinking. 
It’s done with leather binding, instead 
of the familiar fabric binding. 

By use of the new invention, and it’s 
already in use in several shops, a va- 
riety of new styles in uppers of shoes 
are made. For instance, a white pump, 
for 1937, is bound and pinked with 
black patent leather, the straps of a 
silver kid sandal are bound and pinked 
with blue kid, and the edges of gold 
kid pumps are bound and pinked with 
red kid. 











LEZY =BVWWES 


NO-SHANK SHOES 


IN 


$2.50. 


PER PAIR 


No. 452—Brown Elk, Tailored Crease Blucher 
Oxford; 7 Iron Dampproof Flexible Sole; 10/8 
Heel. Unlined, Outside Counter Pocket. 


No. 453—Same as above in Black Elk. 
@ 


Lazy-Bones, the famous no- 
shank unlined shoes that make 
life’s walk easy for every active 
young woman, are now in stock 
with every size run complete, 
ready to ship same day your or- 
der is received. 


Regardless of price, Lazy-Bones 
are the finest shoes of this type 
made. Their construction re- 
lieves stress and strain by gen- 
tly massaging the arch with 
every step; invigorating the tis- 
sues and blood vessels and as- 
suring healthy feet. Outside 
counter pocket, full vamp and 
tongue all in one piece, making 
the inside as. smooth as a kit- 
ten's ear. Top line is reinforced 
so that the quarter cannot 


stretch. 
a 


STYLES IN STOCK 


White, Brown, Mocha and Black Elk, Sizes 
5/9 AAAA; 4%/9 AAA; 4/9 AA-A; 3%/9 B-C. 
All priced at 2.50 per pair. Write for cata- 
log and samples. 


FINE GOODYEAR WELTS EXCLUSIVELY 
THE JUVENILE ‘SHOR CORPORATION 


 cagpenag TERMINAL BLDG. 
710 N. Bivd. Saint Louis, Missouri 


LEZY = RWWES 


MAKE LIFE’S WALK EASY 











Moore New Chandler Manager 


PORTLAND, ORE.— Tom Moore has 
been appointed the new manager of 
the Chandler Shoe Store at Southwest 
Broadway and Alder Street, this city, 
according to an announcement this 
week of C. B. Pearlston, the district 
manager of the Chandler shoe stores. 
Mr. Moore, fresh from Minneapolis, 
Minn., where he has been with the 
Chandler organization for the past 
eight years, has already taken active 
charge of the local store. Upon ar- 
riving he expressed considerable en- 
thusiasm and thankfulness that he is 
in the shoe business this year, since, he 
stated, “there is more fashion news in 
footwear this Fall than any other 
article of feminine apparel.” 

“Shoes have originality,” he con- 
tinued; “they have been designed with 
imagination. In selecting a pair of 
shoes the smart woman can match her 
costume not only in color, but also in 
line and trimming.” 


New Insole Binding 


Lynn, Mass.—To cover the raw 
edges of insoles in sandals and open 
type shoes, a new method has been 
brought into use here. 

By this method the edge of the in- 
sole is completely bound all around, the 
binding being even over the fibre board 
reinforcement of the heel seat and 
shank portion of the insole. 

The new method refines the detail of 
the insides of the shoes. The raw 
edge of the insole is covered to make 
a smooth edge which may be of any 
color desired. 


Sullivan Adds More Space 


CINCINNATI, OHIO.—The §S. Sullivan 
Shoe Company, with headquarters at 
536 Sycamore St., Cincinnati, will add 
an additional 10,000 square feet of 
space to their factory in Georgetown, 
Ohio, to increase production through 
demands for their shoes. 

They are also adding additionai 
equipment at their factory at Bethel, 
Ohio. 
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Newest interpretation of perennial white...important for all 


types of white shoes because it combines the lightness and . 





resilience of kid with the creamy, sueded surface of buck. — 


Vode Bukkid has enough tensile strength to permit its use 
without backing —~an important feature in this season, of 


punched-through shoes. 


Again Vode Bukkid offers advantages’ in the cutting room- 


a minimum of waste in every foot of skin. — 


When writing advertisers please mention Boot and Shoe Recorder 
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Ohio Cities Afford 


Prosperous Shoe Market 
[CONTINUED FROM PAGE 40] 


grade shoe store for 30 years, “finds, 
“Better shoes are selling easier. Qual- 
ity merchandise is more in demand. 
Our business this Fall has been 25 per 
cent ahead of last year. People have 
more money, so they are buying more 
shoes. 

“We built up our business on quality 
merchandise, and maintained it during 
the depression. We had a good busi- 
ness last year, and 1936 has been better 
than last year. . 

“We sell men’s shoes from $5.00 to 
$13.50, with the volume above $8.00. 
Our ladies’ shoes are priced the same, 
and the same volume range exists as 
with men’s shoes.” 

Mr. Mahanna has been in the shoe 
business 35 years. Fourteen years ago 
he took over Holbrook’s Bootery from 
his partner, A. V. Holbrook, and for 
16 years prior to that time the two 
men conducted the business together. 


Make Your Shoe Store 
Look Like Christmas 


[CONTINUED FROM PAGE 21] 


well as without, it is desirable to create 
a Christmas atmosphere, which will 
make shoppers feel that your store is 
the right place to buy Christmas gifts. 
The psychological effect of a warm, 
cheerful, brightly illuminated store in- 
terior cannot be over-estimated at any 
time of the year, but especially is this 
true during the Christmas season. 
Careful attention should be given, not 
only to general appearance, but also 
to the vitally important matter of mer- 
chandise displays within the store. 
Show holiday accessories on _ tables, 
display stands, in cases, so that regu- 
lar shoe customers who come into your 
store will become interested in the 
Christmas items. In these ways a 
worthwhile volume of extra Christmas 
business can be developed. 


Yes, There Is a Shoe 
Store Santa Claus 


[CONTINUED FROM PAGE 50] 


as many service features as practical 
in your planning. Christmas boxes and 
gift wrappings are important. Macy’s, 
New York, uses a distinctive red gift 
box in various sizes that they simply 
tie up with a red string. Everywhere 
one goes in the Christmas season those 
red boxes are to be seen. Some adver- 
tising! 

Wrapping and mailing facilities are 
helpful. Have a blank page or two 
for notes. Give this to all customers 
who come into the store. Use it for 
package enclosures, and also mail it 
to regular customers, or include it 
with Dec. 1 statements. 

Suggestions for this folder, and for 
various other direct mail pieces will 
be given in the next article of this 
series, appearing soon—entitled 

Mail Man to Santa to You. 


> 


LIKE THE OLD FABLE OF THE MOUSE TRAP—SMART 
MERCHANTS ARE MAKING A BEATEN PATH TO THE 


Ostendo Nailess Line 


A super shoe with qreater 
sales features. 





Features never before con- 
structed into a shoe combine to 
give the Ostendo Nailess Shoe 
greater sales power than any 
other line ever offered. 





Flexibility unbelievable . . . 
cushioned comfort from heel 
to toe . .. nailess heel seat 
. . « firm support and glove- 
like fit in fine quality leathers 
fulfills perfectly that famous 
old sales slogan "Give the pub- 
lic what it wants." 

















The Madison Com- 


bination 
$2030 


Black kid blucher oxford 
Rubber heel 


$2032 


Tan kid blucher oxford 
Rubber heel 


The unusual sales features of this super shoe backed by 
aggressive advertising reaches the peak in merchandising 
perfection. Write for franchise in your territory. 


‘THOMPSON BROS. SHOE 


FINE SHOEMAKERS - 


BROCKTON 
MASS. 





}, 
“So 
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Tue new Douglas line for Spring will give you faster turnover than ever 
before! Backed by sixty years of Douglas prestige, this line is the most 
widely varied, best balanced array of shoes offered dealers in many years. 

Stock your shelves with this truly great assortment of stylish, all- 
leather shoes retailing at $4, $5 and $6. Smart, comfortable styles in cool 
lightweights and ventilated types. Also, many sport styles in solid colors, 
and attractive trimmed combinations. The famous Douglas Normal- 
Treds, retailing at $7.50, again afford you a high-grade patented, scien- 
tific, corrective shoe. There is also the new Douglas Arch line at $5. The 
Douglas Arch line offers, in addition to popular-styled street shoes, a 
selection of the latest sports types. 

With the Douglas line you get one of America’s greatest, best known 
names in shoes. You get a reasonable mark-up, and vigorous national 
advertising. You get a splendid variety of popular styles . . . to meet a 
popular demand .. . at popular prices! 


W. L. DOUGLAS SHOES 


298 Broadway, New York BROCKTON, MASS. Lankershim Hotel, Los Angeles 


When writing advertisers please mention Boot and Shoe Recorder 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, OCTOBER 31, 1936 


NATIONAL NEWS 





Black Suede Holds Early Lead 


Far Out Ahead in Fall Selling, with High Foreparts Dominating 
the Pattern Picture 


New York—Black suede continues 
to hold its lead in the Fall fashion 
picture, far surpassing merchants’ ex- 
pectations of its popularity this season. 
Green and Burgundy suedes have also 
enjoyed considerable volume, but at no 
time did their sales threaten the dom- 
inance of black in the color picture this 
season. Brown has so far been in the 
background, but it is expected that with 
the coming of cooler weather, causing 
women to bring out their coats, this 
color will show increased sales. In 
fact the latter part of last week brown 
suedes have started to move, whereas 
earlier sales on this color were limited 
to a few pairs a week. Kid and calf 
are expected to sell in larger volume 
with the coming of colder weather. 

As for types, the high-riding step-in 
is far in the lead, followed by the ever- 
popular oxford in the many variations 
of this type of shoe. Operas and spec- 
tator pumps have enjoyed fair sales 
which, although not in any big volume, 
have been enough to round out the sea- 
son. Oxfords, which last year were 
limited to three and four eyelets, this 
season have five and six, carrying out 
the high forepart vogue which has 
dominated the style picture this Fall. 

Many stores are displaying evening 
shoes in their windows, but there has 
been slight response to this business 
as yet. The weather again has held 
back sales on these shoes, but mer- 
chants believe that about the first or 
second week in November the evening 
shoe business will find its stride, reach- 
ing its peak about Thanksgiving Day. 

The vogue for high foreparts has 
been carried out in most evening shoes 
shown by the prominent stores in the 
city. There has also been a definite 
tendency toward a more enclosed foot 
which in the majority of cases is 
limited to the forepart only; the heel 
and shank both being open. The fore- 
parts, which are high, have smaller 
cutouts both up the front and at the 
toe than have heretofore been the case. 

Even in slippers in the lounging and 
boudoir types, the vogue for high fore- 
parts has been carried out as seen by 
various slipper displays in prominent 
shoe departments. 

As for the men’s business, brogues 
and semi-brogues dominate the picture. 





DATES TO REMEMBER 


Election Day Tuesday, Nov. 3, 1936 
Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 
Thanksgiving Day .... Thursday, Nov. 26, 1936 
Christmas Day Friday, Dec. 25, 1936 
New Year's Day Friday, Jan. |, 1937 
National Shoe Fair, Palmer House, Chi- 
cago, Ill. ............ Jan. 4, 5, 6, 7, 1937 
National Shoe Retailers’ Association Con- 
vention, Palmer House, Chicago, Ill., 
Jan. 4, 5, 6, 7, 1937 
National Boot and Shoe Manufacturers’ 
Associafion Convention, Palmer House, 
Chicago, Ill, ......... Jan. 4, 5, 6, 7, 1937 
Michigan Retail Shoe Dealers Association, 
Annual Shoe Fair, Hotel Statler, Detroit, 
WG. cae reece ceva Jan. 10, 11, 12, 1937 
Texas Shoe Retailers Association Annual 
Spring Convention, Hotel Adolphus, 
Dallas, Texas Jan. 25, 26, 27, 1937 
Kent County Shoe Retailers Association 
Fourth Annual Shoe Show, Pantlind 
Hotel, Grand Rapids, Mich.. .Feb. 1, 2, 1937 
Middle Atlantic Shoe Retailer's Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 
Feb. 7, 8, 9, 10, 1937 





The trend seems to be toward heavier 
shoes of the sturdy-looking and water- 
repellent types. Smooth calf, Nor- 
wegian calf and Scotch grains make 
up the majority of the men’s sales, 
with reversed calf in the background, 
falling short of expected sales. 

All in all, shoe merchants through- 
out the city are well-pleased with their 
Fall business thus far, during which 
sales have exceeded last year by a con- 
siderable amount. 


More Shoes for the C.C.C. 


Boston, Mass.—The Endicott-John- 
son Corporation has been awarded a 
government contract to make 48,720 
pairs of special type army service 
shoes for use by members of the Ci- 
vilian Conservation Corps at a price 
per pair of $2.685. Announcement of 
the award was made October 23 by 
Lieutenant Colonel George Luberoff, in 
command of the Boston Quartermaster 
Corns: The highest bid received was 
$2.74. 


Michigan Travelers Meet 


DETROIT, MicH.—The Michigan Shoe 
Travelers Club held a well attended 
meeting Friday night, Oct. 16, at the 
Hotel Statler. Principal discussion cen- 
tered on plans for the State retail con- 
vention and shoe exposition, to be held 
at the same hotel, opening January 10. 
Meetings of the shoe travelers are now 
scheduled to be held every two weeks, 
according to the new schedule placed in 
effect. 

Following the shoe travelers’ session, 
a meeting of industry leaders to plan 
for the convention and exposition was 
held on Monday. Those present in- 
cluded Clyde K. Taylor, convention 
committee chairman for the Michigan 
Retail Shoe Dealers Association; Rich- 
ard J. Schmidt, of Hillsdale, president 
of the Association; F. J. McCloskey, 
president of the Michigan Shoe Travel- 
ers Club; and H. Meyer, convention 
committee chairman for the latter or- 
ganization. 

Program was worked out in some de- 
tail at this meeting, and will include a 
luncheon and jamboree for retailers on 
Monday night; banquet and style show 
on Tuesday night. 

Letters were sent this week to all 
manufacturers pointing out the need 
of early space reservation. The entire 
hotel will be available this year, and 
the space will be considerably larger 
than was used at the 1936 convention. 


Attendance Double at 
Shoe Center 


DetrRoIT, MicH.—Attendance of re- 
tail buyers has nearly doubled in the 
last month at the Griswold Building 
Shoe Center, according to statement 
of one representative of the wholesale 
group there. Buying has about kept 
pace with the increase in attendance 
as well. 

General improvement of retail shoe 
trade, with more employment in the 
city, has been responsible for the build- 
up. This has been spread chiefly among 
neighborhood and some downtown 
stores, as well as some upstate buyers. 

The wholesale offices are preparing 
for increased business as a _ result, 
and are generally redecorating. Typi- 
cal of the trend, the Bond Shoe Com- 
pany, represented by J. K. Bennett, is 
installing new draperies, carpeting, and 
other improvements. 








Pege 60 


Doremus and Doucette 
Join Wolff-Tober 


St. Lours—Sam Wolff, of the Wolff- 

Tober Shoe Manufacturing Company, 
St. Louis, announces the addition of 
Lou Doremus to his sales force. Mr. 
Doremus will cover Ohio, Illinois, In- 
diana, Michigan, Wisconsin and Minne- 
sota. 
In coming to Wolff-Tober, Mr. Dore- 
mus brings with him a background of 
25 years’ experience in fine shoes. For 
17 years he covered the South and 
Middle West for Geo. W. Baker Shoe 
Company. Later, he went in business 
for himself, at which time he traveled 
in the Middle West. In 1929, his firm, 
known as Heim & Doremus, was merged 
with J. T. Cousins Company, dropping 
its name and retaining the name of 
“Cousins.” In 1934 the Cousins busi- 
ness moved to Chicago and was ac- 
quired by J. P. Smith and moved to 
Chicago. 

Another new addition to the Wolff- 
Tober sales force is Stanley Doucette. 
Mr. Doucette will carry the line in the 
Pacific States including California, 
Washington, Oregon, Montana, Idaho, 
Colorado and New Mexico. He was 
formerly in the retail shoe business at 
Stockton, Calif., where he operated the 
Stanley Shoe Company, and his early 
retail experience also includes an asso- 
ciation with Will Knight of Seattle, 
Washington. More recently, Mr. Dou- 
cette has been traveling in the Middle 
West with a style line. But his desire 
to get back on the West Coast and to be 
among his old friends caused him to 
make the Wolff-Tober connection. 





Gilmer-Moore Store Modernized 


CHARLOTTE, N. C. — The Gilmer- 
Moore Co., 116 South Tryon Street, one 
of Charlotte’s oldest shoe companies, 
has completed the renovation of its 
store. The walls of the store have been 
completely transformed with inset 
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New Children’s Shoe Department 
at B. Altman's 





New York—The new and modern children's shoe department recently opened at B, Altman & 
Company, Fifth Avenue and 34th Street. The color scheme of this new department runs 
from the dark grey of the carpet to the pale grey of the walls and fixtures. Fitting chairs are 


of pale grey upholstered with a medium blue fabric. 


The stock, in pale blue boxes, is 


shelved behind concealing partitions with access by open doorways, also in shoulder-high 
shelves which separate this department from the women's section. 

Miss C. Finland is in charge of the new department in which the Propr-Bilt line is featured 
in a wide variety of styles and patterns from infant's sizes to growing girl's, size nine. 





shelving and elegant panel work. The 
floor is overlaid with a heavy plush 
carpet. Along each side is a line of 
modernistic chromium plated metal 
chairs, one row being upholstered in 
brown leather, the other in ivory color. 
New indirect lighting also has been in- 
stalled. 

The Gilmer-Moore Co. is an out- 
growth of the old Pegram & Co. store 
which was established in 1868. Officials 
are D. H. Johnston, president and trea- 
surer; J. M. Griggs, vice-president; 
B. G. Furr, secretary and assistant 
treasurer. 


“The company,” Mr. Johnston says, 
“has for many years made a policy of 
clearing its shelves and replacing them 
with new shoes twice a year.” 


Colfax Gets Exclusive Shoe Store 


CoLFax, WaSH.—Hawley’s Boot Shop 
of Pullman, Wash., has opened a 
branch store in this city featuring 
popular priced shoes. This is the only 
exclusive shoe store in Colfax. T. L. 
Ramsay, formerly employed by the 
Buster Brown Shoe Store in Seattle is 
manager. 
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ENGLAND WALTON “Sorted 
SOLES LEATHER 


GLAND WALTON DIVISION ¥* A. C. LAWRENCE LEATHER CO 






- BOSTON 
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WHAT A STORY OF SHOEMAKING 
THESE TWO PICTURES TELL : 


Note the I-am-good-for-plenty-of-service look of 
the “SPINELESS OXFORD” shown above and the 
easy-on-the-feet construction dramatically visual- 
ized by the displayed shoe at the left. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE * 


was not selected for the bottoms of the “SPINELESS 
OXFORD” because of price. It was recognized as 
sole leather with the tanned-in qualities which this 
extraordinary achievement in shoemaking required. 


* The scientific blending of all qualities essential to 
profitable shoe manufacturing and merchandising, in 
one super-fine brand. 


This chart represents a side 
of 


leather. 
KISTLER “BENCH BRAND” 
LES is about 13% of the 


FOUNDED - 1840 


ee ee Sell 
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patent 
pending 

U. S. Patent 
Office 


atter 
skiing 
shoe 


made in the 
eontinental manner 


Here's the smartest shoe innovation con- 
ceived! A shoe to wear after a day in the 
snow. The feminine half of skiers—as well 
as the men—have long wanted this shoe. 


It's comfortable, warm and cozy. Easy to 
get into, easy on the feet. They'll wear 
them in front of fireplaces, on cold after- 
noons and winter nights. And this after-ski 
shoe will find a welcome home in every 
fraternity and sorority house on the campus. 


Be sure to see the after-ski line. You'll see 
one of the most profitable shoe ideas in 
years. And starting as soon as there's a 
nip in the air, they'll sell clear thru the 


spring! 


J. Mackey & Son 


715 Broadway, New York 
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Gives Quick, Lasting Shine 


A new leather polish and preservative has been 
placed on the market by Swagger, Incorporated, and 
is now being marketed through fine shoe stores, de- 


Assorted colors of Shoe Wax in gift package for Christmas. 


partment stores and shoe repair shops under the name 
Swagger Liquid Shoe Wax. The preparation is applied 
with a dauber which comes with the bottle and which 
puts a thin coat of pure liquid vegetable wax over the 
shoes. A touch with a soft cloth produces a shine of 
great richness, brilliance and depth, which is said to 
last much longer than the usual shine, besides being 
resistant to scuffs and wear and unaffected by water. 

This preparation is also claimed to be a leather 
preservative, sealing in the natural oils and preventing 
oxidation and subsequent drying out and cracking. It 
is claimed to be free from harmful chemicals and it 
comes in, black, brown, blue, neutral and tan for calf. 
kid, patent, elk and other smooth leathers, also Swagger 
shoe white for all white shoes. An attractive Christ- 
mas package containing four small bottles of Swagger 
Liquid Shoe Wax in assorted colors is being offered 
for the holiday season.’ 


The Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


than it was five years or twenty-five years ago. The 
field of slippers is no longer an incident, but a good 
slice of the shoe business. Overshoes indicate public 
interest in more than foot protection—style now domi- 
nates. A hundred and one items having a footwear 
feeling—from hosiery to skis—can be sold this holi- 
day season—if it is true what they say: “Heavy 
holiday buying lies ahead.” 





BOOT AND SHOE RECORDER, October 31, 1936 





EAST MEETS WEST 














Walther Loewendahl Industries, Inc., constitutes the western sales 
organization of a group of famous eastern manufacturers of competitive 
supremacy. You can attain such supremacy for yourself in using us 
as your favorite source of supply in women's footwear. We would be 
glad if you would let us help you increase your sales volume through 


our services. 


We are originators of outstanding shoe creations with the Hollywood 
touch, meeting western requirements. Furthermore we offer you a sales 


promotional connection with the film industry. 


Receive our representatives who will call on you soon with our new 
Spring lines, and request their visit, or, if you are in Los Angeles, 


640 South Broadway 
WE STILL HAVE SOME Los Angeles, Calif. 
OPENINGS FOR HIGH 


GRADE REPRESENTA- Phone 
TIVES Michigan 9531 
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Men's Shoes 


“HIGHEST GRADE ONLY™ 
EAST WEYMOUTH u 
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Women's Comfort Shoes 





FELT FOX BALS | 


GENUINE HAND TURNED 
IN STOCK 


3-9 Width BE 
Red felt lined 








ABBOTT BROS. SHOE CO. 


DOVER, MASS 








Carton Labels 
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Che Lebel mals 5 


OLMAN . DAVIDSON 


‘ 
13 Lin Street 











Open New Shoe Salon 


LINCOLN, NEBR.—Modernistic decor- 
ations charm the eye of the visitor to 
the new shoe salon of Hovland-Swan- 
son Company here. This shoe salon is 
a new feature of this established ladies’ 
ready to wear shop. 

The shoe salon is located directly in- 
side the door. The feature of the deco- 
rations is a large oval showcase in the 
ceriter which offers attractive display 
space for purses and bags. Pearl grey 

’ walls and a ceiling of Marron brown 
. make the salon a harmonious shop. 
t The lighting is indirect. A tiny nook 
for hosiery, compacts and gifts is also 
’ included 





Finds Market for Line 
With Popular Appeal 


A growing foot consciousness on the 
part of thousands of American women 
has developed a demand for a different 
class of footwear, according to Louis 
A. Leopold, general manager of the 
Physical Culture Shoe Co., and has 
influenced that company in its decision 
to introduce a new line of Physical 
Culture shoes. 


























H. V. PARROTT 


“A careful, prolonged study indi- 
cated a definite market for shoes in 
lower price range in which both com- 
fort and style features would be out- 
standing,” said Mr. Leopold. 

“The demand was greater than the 
supply for shoes incorporating this 
triple appeal: superior comfort fea- 
tures plus style plus popular price. 
Our own belief that this was true has 
been corroborated by the opinions of 
dealers everywhere.” 

“Dealers have responded enthusias- 
tically to announcement of the new 
Physical Culture line. We have already 
received requests for information from 
all over the country, both from de- 
partment stores and independent re- 
tailers.” 

The lower price of the new Physical 
Culture shoes was fixed virtually by 
the retailers, it is said. It was they 
who reported $6.50 as the price for 
greatest volume sale possibilities in a 
style plus comfort shoe. 

In building more style into the shoe, 
no effort was made to retain all the 
old corrective features. The new Physi- 
cal Culture shoe is not an orthopedic 
shoe. It is built, however, with special, 
exclusive comfort features in the arch 
and in the heel. 

H. V. Parrott, who for the last 
twenty years has been connected with 
the women’s retail shoe business, has 
opened the first of a national group 
of Physical Culture Shoe Stores, at 
70 E. Madison Street, Chicago. 
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TODAY'’S 
_ JUVENILE 
CUSTOMERS 


were yesterday's babies. Thou- 
sands of them wore Ideal Baby 
Shoes—know the name—re- 
spect the quality—prefer the 
brand. 


You can make the first sale— 
the repeat sales—in this mar- 
ket, if you carry Ideal Flexible 
Hard Soles—the intermediate 
shoe between cushion soles and 
full-fledged juvenile shoes. 








































Write for the details of this 
business building opportunity. 






MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—Iintermediate and 


IDEAL 


FLEXIBLE HARD SOLES 
which will bring more children into your 
store for their first pair of full-fledged 

) juvenile shoes. , 




























Crego Store Remodeled 


HARRISBURG, Pa. — New floors with 
backgrounds of mahogany panels have 
been installed in the display windows 
of the C. J. Crego and Son Shoe Store, 
15 North Third Street. 

Glass sections in the panels allow 
lighting purposes, creating a striking 
modernistic effect. 

B. E. Crego, owner of the store, com- 
menting on business for September, 
said, “Business for the month increased 
88 per cent over the corresponding 
month last year. It was the best busi- 
ness for a September in the past five 
years. 

“IT feel the increase is due to our 
use of direct mail advertising, creating 
our own shoe styles, and paying more 
attention to lower priced shoes.” 

























New Shoe Company in Dover 


Dover, N. H.—A new industry for 
Dover, the Banner Shoe Company, lo- 
cated in the Park Street building, has 
opened here, giving nearly 200 men em- 
ployment. 

The company had been located in 
Peabody. The factory, which will turn 
out women’s sandals, has undergone 
many repairs. Bernard Feldman is 
manager. 

The opening of the shoe company 
here fills the last vacant factory in 
the city, and brightens Dover’s indus- 
trial situation considerably. 
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Dr. Scholl’s BROMIDROSIS 
POWDER a Natural Add-on Item 


You can perform a service for your customer 
...and reap a profit for yourself — by letting 
Dr.Scholl’s Bromidrosis Powder work for you. 


Bromidrosis (disagreeable foot odors) 
comes from an unhealthy condition of the 


sweat glands. 


People who are guilty of this distressing 
condition will welcome a scientific, proved 
remedy which is easy and pleasant to use. 


Dr! Scholls 


BROMIDROSIS POWDER 





Changes in Smith Bros. Stores 


HARRISBURG, PA.—Many changes are 
occurring in the Smith Brothers’ Shoe 
Stores in Central Pennsylvania. Among 
these changes Joseph Smith, one of the 
owners, announced the opening of a 
new store, the transfer of two man- 
agers and the sale of another store. 

The new Smith Brothers Shoe Store 
at 41 West Market Street, York, Pa., 
was opened on Saturday, Oct. 17, un- 
der the management of Meyer Smith, 
brother of Joseph. 

The store, located in the heart of 
York’s business district, was decked 
with flowers from leading shoe manu- 
facturers wishing the brothers success 
in their new venture. Customers were 
given a pair of hosiery with each pur- 
chase during the opening. The store 
sells handbags to match shoes. Resi- 
dents of York received the new store 
with a large response and patronage. 
The store features women’s better- 
quality footwear ranging in price from 
$5 to $10.50. 

The transfers were those of Harry 
Auslander, for two years manager of 
the Harrisburg store at 11 North Third 
Street, to the Williamsport store, and 
John J. Hamilton, manager of the 
Williamsport store for three years, to 
the Harrisburg shop. 

“Our Shamokin store will be discon- 
tinued after January 1,” Joseph Smith 
announced. “Through an ad placed in 
the September 26 issue of Boot AND 


SHOE RECORDER we received many que- 

ries and succeeded in finding a buyer.” 
The Shamokin store has been oper- 

ated by Smith Brothers for 21 years. 


At Full Capacity on Fall Orders 


CINCINNATI, OHIO — The Big “K” 
Shoe Manufacturing Company, 424 W. 
Fourth Street, is working at full capac- 
ity on original Fall orders. They are 
expanding and increasing their produc- 
tion by taking an additional floor, which 
will provide sufficient space to double 
the present capacity. 

The new Spring line will be ready 
November 10 at which time their sales- 
men will leave for their respective ter- 
ritories. 

F. S. Olker has recently joined the 
sales force of this concern and will 
cover Indiana, Illinois, and Wisconsin. 


Emery, Bird, Thayer's Remodeled 


Kansas City, Mo. — Emery, Bird, 
Thayer’s have enlarged and remodeled 
their shoes department. The location is 
on the Grand Avenue floor as it was 
formerly but it has been moved closer 
to the entrance. The appearance as 
one enters the north door on Grand 
Avenue is of a large, luxurious living 
room. The floor is covered with a green 
rug. New type wooden arm chairs of 
light oak are upholstered in green 
leather and the fitting benches corre- 


spond in color. There is no stock in 
evidence excepting shoes and accessories 
which are used for display purposes. 
Panels of aspen wood conceal the stock 
shelves, and doorways to the stock de- 
partment have hangings of printed 
material to match the upholstering. 
Shadow box display spaces contain one 
or two pairs of shoes each, notably the 
newest types. Below these spaces are 
mirrors, arranged on a convenient slant 
for the convenience of customers who 
have been fitted. Floor lamps and 
smoking stands add an extra home 
touch to the room. 

On the opening day of the depart- 
ment models displayed the new Fall 
footwear from 11 o’clock in the morn- 
ing until 3 in the afternoon. This fea- 
ture created a great deal of favorable 
comment from the many visitors who 
were present. 

Another salesman has been added to 
the department since the remodeling, 
making four men and four women on 
the floor. G. L. Zion is manager of 
the department. 


Mathes to Open Lansing Store 


LANSING, M1cH.—Mathes Shoe Stores 
company, of St. Louis, Mo., has leased 
a building in the heart of the business 
district in which a new shoe store for 
Lansing will be housed as soon as alter- 
ations are completed. The establish- 
ment will be known as the home of 
Lee Shoes. 





i Sport Shoe Leathers 


ll ei i el el ie hie ie nT 


SHAG 


For sporty extremes—show shoes 
with this new sha pile. 
Made by the tanners of famous 
Reffit. Samples on request. 


SLATTERY BROS. 


.LeMm MA 


Shoe Dressing 


49,9 





A SAMPLE TUBE 
of SHU-PRIM 


GENUINE GOLD & SILVER 
POLISH 


can save you hundreds of dollars on 
your own stock. Restores shop- 
worn, tarnished shoes to absolutely 
new condition. 


SHU-PRIM Gold and Silver Polish 
is now known the world over— 

by the largest shoe manufacturers— 
comes ready mixed in tubes—noth- 
ing to do but apply. 


FREE SAMPLE with every order for 3 dozen 
assorted SHU-PRIM 
— includes Suede 


25 cents. 
Gold and Silver Polish 
$4.00 per dozen—retail for 
50 cents. 

SIGNAL 
CHEMICAL CO. 
791 Tremont St.,° Boston 

















P. J. Myer Raises Store Salaries 


DayTon, OnIO—P. J. Myer an- 
nounced during the meeting of the 
Dayton Shoe Retailers Club on October 
14 that he had given his employees 
a 12 per cent raise in salary which 
has resulted ina 30 per cent increase 
in business in his shoe store. “The 
boys didn’t ask for the raise,” said 
Mr. Myer, “but you ought to see how 
they pitched in and worked after they 
got it.” 

Mr. Myer indicated also that his 
shoe sales are more than double those 
of a year ago for the first nine months 
of the current year. 
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Ads Add Factory Space 


CINCINNATI—The Krippendorf Ditt- 
mann Company, manufacturers of Foot 
Rest shoes, due to the very rapid in- 
crease in their Foot Rest business, 
which are advertised in Vogue, Har- 
per’s, Ladies Home Journal, Good 
Housekeeping, McCall’s, Woman’s Home 
Companion and Sunset on the Pacific 
Coast, and to the trade through Boor 
AND SHOE RECORDER, have been obliged 
to increase their manufacturing facili- 
ties, taking over 21,000 square feet of 
additional space. This change--will 
be made the latter part of October, so 
that their increased manufacturing 
program can be carried out success- 
fully on the coming Spring season 
run. 

Frank X. O’Brien, vice-president and 
general manager, and the other offi- 
cers of the company feel very optimistic 
over the gains they have made and 
feel quite positive that for the coming 
year they will also see a marked in- 
crease in their business. 


Shoe Business Brisk 
in Chicago 


CHiIcaco—The unusual combination 
of good selling weather, with the ex- 
ception of a very few warm days, ap- 
pealing windows and the confidence of 
individual shoe dealers and shoe de- 
partment managers in the certainty 
of a good volume of Fall and Winter 
business, has put State Street and 
Wabash Avenue, in the Loop retail 
district, in a happy frame of mind. 
Outside of the strictly popular price 
field, which in Chicago always rolls up 
a satisfactory volume during all sea- 
sons of the year, managers are jubilant 
over the sudden upturn in sales vol- 
ume on high-grade street and evening 
footwear. 

Another factor that is being felt 
in the Loop district of Chicago is the 
decided growth of the accessory busi- 
ness, especially in hosiery and matching 
handbags, which this year has reached 
a new peak in profitable volume, and 
undoubtedly, in the opinion of many 
managers, helps the sale of more shoes. 

The evidence of this popularity of 
matching shoes, hosiery, handbags, and 
in many instances, belts, is noticeably 
reflected in the principal window dis- 
plays. Very few windows are now lack- 
ing in a showing of hosiery and ac- 
cessories, arranged in pleasing contrast 
with the major display of shoes proper. 

The Loop dealers and departments 
are now using much more display space 
in the daily newspapers than during 
the last few weeks. They are really 
going to town in their efforts to at- 
tract the eye with pleasing illustra- 
tions and in offering value-giving 
merchandise, with very little pressure 
on price as such. Rather the appeal is 
to the pocketbook, in the sense that 
the offers are designed to attract the 
customer with a certain amount of 
money to spend for shoes. 

The black and brown suedes, heavily 
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TRADE MARK REGISTERED 
The perfect leather innersole 


The ease of breaking in, 
the greater comfort, the 
longer life of shoes made 
with Van Tan innersoles 
will be appreciated by your 


customers. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 








displayed by every department of im- 
portance in the higher priced range, 
are going exceptionally good, with 
O’Connor & Goldberg featuring suede 
with leather trimming in button ox- 
fords at $12.75, and Chas. A. Stevens 
& Co. featuring the soft high front 
suedes in button and streamline tongue 
in black and buckles in black, brown, 
ginger, green and gray; the range at 
Stevens is from $12.75 to $14.50, and 
the demand is good. 

Square toes and short vamps are 
still very much in evidence, both in 
the displays and on the feet of cus- 
tomers. Managers report a continued 
interest in the novel styles and models, 
with tastes running a halfway point 
between the extreme and the severe 
conservative. Step-in pumps are a 
great favorite with the younger set 
and it is believed their popularity 
will carry on, even to the extent of 
preserving the youthful desire for 
stunning color and color combinations 
for social wear. 


M. H. Chase Heads 
Hosiery Company 
SPRINGFIELD, Mass.—M. Hazen Chase 


of Holyoke has been elected president 
of the Harris Silk Hosiery Company to 


succeed Edgar Harris. Loyal Powell 
has been elected vice-president. The 
treasurer is Frederick Scarborough. 
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BUILDING UP YOUR PROFITS 


Use Fairy Forms in your displayed shoes. 
You'll be building up your profits in the 
most attractive way. You'll be showing 


your shoes the way they should be dis- 


played. Crisp... perfect form... every 
line in perfect line. Fairy Forms are as 
exact as the forms on which your shoes 
were built. They spruce up your display 
... they build up your profits! 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


United Last Co., Ltd., Montreal, Canada 


Northampton 
England 


Melbourne, Australia 


Manufacturing Branches 


Frankfort 
Germany 


Mexico City, Mexico 


Paris 
France 











Sales Increase 35 Per Cent 
in Providence Store 


PROVIDENCE, R. I.—Three radio pro- 
grams each week are being used by the 
Chas. T. Heilborn Co., shoe retailers, to 
dramatize the little conversations that 
take place in their store, when satisfied 
customers tell them of their satisfac- 
tion with their shoes and their fitting. 
These broadcasts come at 6.30 p. m., 
lasting for five minutes. 

A typical incident was the conversa- 
tion of one of the company’s salesmen 
with a policeman who was highly 
pleased with the fitting of his shoes. 
Previously, his feet had bothered him 
a great deal, making him irritable and 
unhappy at his work. A fitting at Heil- 
born’s made a world of difference. 

True happenings such as this are 
made the basis of the dramatized con- 
versations on the air. Dozens of times 
these little stories crop up in the day’s 
work at the store, and they are making 
interesting, different advertising copy, 
according to Frederick F. Fisher, vice- 
president of the firm. 

The company has done radio ad- 
vertising for two years with promising 
results. Many people tell of listening 
to their programs. The dramatized 
series is a means of changing the na- 
ture of the broadcasts so that people 
will not tire of them. 

Sales for the present Fall season 
have shown a 35 per cent increase over 


the Fall period of 1935, and Mr. Fisher 
reports that the business has shown a 
gain each month over the same month 
of the previous year, ever since it was 
started in May, 1933. The business has 
been enlarged three times to meet the 
increased business. 


Shoes Sold on Club Plan 


New ORLEANS, LA.—Believed to be 
the only store in New Orleans selling 
shoes on the club plan, Robbins Cloth- 
iers are making a big success of the 
idea on Canal Street. Stenographers 
and salesgirls have been known to stroll 
in and make a down payment of only 
50 cents or 75 cents on a pair of pumps 
or sandals, walk out of the store with 
the shoes and finish paying for them 
two or three months later, according to 
Theodore Robbins. Miss Irene LaGarde 
is manager of the footwear department. 


Suedes Lead in New Mexico 


ALBUQUERQUE, N. M.—A strong pre- 
ference for suedes in early Fall buying 
was the outstanding retail development 
here, and heavy buying kept shoe deal- 
ers on the go, refilling their lines. High 
front and high riding styles are popu- 
lar. P. Matteucci, Jr., manager of the 
Paris Shoe Store, predicts that patents 
will play a big part in end-of-the-season 
selling. 


Buffalo Style Revue 
Features Shoes 


BuFFALO — The newest fashions in 
footwear were modeled at the fifth 
annual Fall fashion revue staged by 
the Wm. Hengerer Co., in the main 
ballroom of Hotel Statler. More than 
800 women paid $1.50 each for the 
luncheon which preceded the revue, 
the proceeds being used by the Junior 
Board of the Millard Fillmore hospital 
for charity work. The revue staged by 
the store in cooperation with the board 
brought out the largest crowd of so- 
ciety women ever gathered for a similar 
event. 

“The results far exceeded our ex- 
pectations,” explained Frank Miller, 
shoe merchandiser for the store, who 
expressed the belief that it will have a 
very stimulating effect throughout the 
season on higher priced lines of shoes. 
The models were selected from among 
the members of the hospital’s junior 
board, for types they represented and 
a fashion commentator described the 
various styles as the models prome- 
naded along an elevated runway 
through the tables of the ballroom. 

There were shoes for street, after- 
noon and evening wear together with 
heavy footwear for active outdoor 
Winter sports including skiing, tobog- 
ganing, skating, etc. The revue was 
divided into groups for various types 
of wear. 











Dancing Shoes and Taps 


Boe 


TAP SLIPPERS 


D TURNED 
ALUMINUM TAPS 
Ne. 9787 Black Kid—Tie 


1.80 
Ne. 9786 Patent Leather 
Tie 











$1.90 
izes 1134 t0'8 
BROOKS SHOE MFG. CO. 
jwanson ts. 
































TAP DANCING SHOES 
IN-STOCK 
PATENT 
LEATHER 
Women's 
$1.25 
Misses 
$1.15 
: PER OS Children's 
also, white kid 10¢ pair extra $1.10 
BLOG SHOE COMPANY 
147 Duane St. New York, N. Y. 
Pat. Tap Slippers 
IN STOCK 
e fore) 
8- (4k, C 
1-2 1.25 1.70 B-C 
244-8 1.35 A-B-C 
822 C width only. 
ALSO LOWER GRADES 
SCHWARTZ & HERDER, INC., MFRS. 
70-72 N. 4th St. Philadelphia, Pa. 
TAP 
DANCE 
SHOES 
© 
In 
Stock 
Patent Loeties 
Women's $1.55 * 
Misses’ $1.45 
White Kid Women’s Misses’ Sizes 
Women’s $1.60 Sizes -B- 
Misses’ $1.50 A-B-C 2%-8 11Ya-2 
— Owens SHOECO. = 
——— 28 Goodhue St., Salem, Mass. ——— 








Brandeis Department 
in New Section 


OMAHA, NEBR.—The Arcade shoe de- 
partment of the Brandeis Stores will 
be moved into a new section of the 
basement as part of the general base- 
ment remodeling of the store. 
be completed in six weeks. 


It will 
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The fifth unit in the Dial Shoe Company's chain of retail shoe stores opened recently in 
Norristown, Pa., in this modern home, especially designed and decorated for Abram L. Spector, 
owner and operator of the chain. 


NORRISTOWN, PA. — One of the most 
modern retail shoe stores in Penn- 
sylvania was opened recently in Nor- 
ristown, by Abram L. Spector, owner 
and operator of the Dial Shoe Co., 
Inc., retail shoe chain in Pennsylvania, 
with offices at 4608 Frankford Avenue, 
Philadelphia. 

The new store, the fifth unit in this 
chain, is a fine example of the modern 
store of today. The interior is of 
bird’s-eye maple set off by a contrasting 
trim of walnut. A wall-to-wall carpet 
runs the length of the store of a shade 
in keeping with the color scheme of 
the interior. The fitting chairs are 
of the modern type, chrome spring steel, 
upholstered in leather, and are placed 


down the middle of the room. Modern 
diffused lighting makes up a _ well- 
lighted interior. 

A new front has been installed on 
the store. It is of maroon porcelain, 
trimmed with bronze. The name “Dial 
Shoe” is carried out across the front 
and at night it is lighted by neon light- 
ing. A modern clock, installed over the 
entrance and between the two words in 
the store name, is also lighted and 
serves in bringing attention to the 
store. 

The store was designed by George W. 
Neff and the chairs and window decora- 
tions by the Arrow Decorating and Fix- 
ture Company. 





O. M. Billow New Stark 
Shoe Manager 


HARRISBURG, Pa.—Oscar M. Billow, 
formerly connected with the Florsheim 
Shoe Company, has been appointed 
manager of the shoe department re- 
cently added to Stark Brothers, Men’s 
Outfitters, 7 North Third Street. 

The new department completes the 
firm’s line of apparel for men just 
fifteen years after the first store was 
opened. They are now able to outfit a 
man from head to foot. 

Mr. Billow has been with the Flor- 
sheim concern as a manager, both in 
this city and in Wheeling, W. Va. He 
has been engaged in the shoe business 
for eleven years. Mr. Billow announced 
the intention of confining the depart- 
ment with the shoes of one manu- 
facturer, namely Nunn-Bush shoes. 

The owners, Kenneth R. and George 
L. Stark, had the new shoe department 





installed in the second floor. There are 
two sections of shelves and eight chairs 
for customers. Two modern display 
cases containing shoes attract the eye 
of the patron. Plans are being con- 
sidered for enlargement of the depart- 
ment next Spring. 





Water Damages Shoes 


ALBUQUERQUE, N. M.—A strong pref- 
erence for suedes in early Fall buying 
tober 2, in a storage attic over Given 
Brothers’ shoe store, 312 West Central 
Avenue, and resulted in undetermined 
damage to shoe stocks from water, was 
followed by a fire sale and general re- 
modeling. When the store is ready for 
reopening early in November it will be 
one of the most beautiful shoe stores 
in the southwest, according to Walter 
Kavanaugh, manager. Most of the 
changes will be in modernizing the re- 
ception and service facilities within the 
store. 
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POLISHED 


When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
story hotel. Here, Times SQUARE is all "ROUND 
you—just a stone’s throw to “Radio City”, 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 


Bright, quiet, richly furnished rooms—with baths $ 50 

—deep, soft “‘sleepyhead” beds and all up-to-the- ® 

minute conveniences. Daily rates begin as lew as Single 
Enjoy Cocktails in the PICCADILLY CIRCUS BAR! 


Ask for a copy of “1,001 FACTS about N. Y.!” 


HOTEL PICCADILLY 


45th St., just West of B'way T. J. Mattieu, Manager 


33 nours IN SAWDUST ‘ie 


AAA 


these elements make 
the smooth-running 


KWIK 


REG. U. S. PAT. OFF. 


SLIDE FASTENER 


with not a point, corner, § 
or sharp edge to rasp 
the hands or snag the 











Chain Store Efficiency 


- Ul 
—_—_ SP 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 


sheerest fabric. 
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SHOE HARDWARE DIVISION 


United States Rubber Products, Inc. 
Waterbury, Conn, 








Morphy New Somersworth 


Manager 


SoMERSworTH, N. H. — Edward 
Morphy, for more than 20 years en- 
gaged in the shoe industry in Auburn 
and Lewiston, Me., with Dyer and Hall, 
Inc., and the Morphy Shoe Company 
has been named general manager of 
the Somersworth Shoe Company. 

Frank J. Day, formerly packing 
room foreman at the Somerset Shoe 
Company, Auburn, Me., is in charge of 
the finishing and packing room at the 
Somersworth company’s plant. 


Customer Opinions in Ads 

MIAMI, FLa.—Burdine’s is cleverly 
tying in the expressed opinion »f lead- 
ers in various groups of young girls 
as to the smartness of the new Sun- 
Deb shoe which they are promoting, by 
using the girl’s picture in the advertise- 
ment. These girls are from the local 
high schools, and their comments are 
quoted in the advertising copy. 

The shoe is a $3.95 number, coming 
in a variety of models and a wide 
range of colors. 


Price With Endicott-Johnson 


E. L. Price, who was formerly with 
the Jarman Shoe Co., is now covering 
the Pacific Northwest for Endicott- 
Johnson Corporation. A very satis- 
factory business is being experienced. 


Winneguth Joins Walther 


Loewendahl 


Los ANGELES, CALIF. — Carl Winne- 
guth is now associated with the Walther 


CARL WINNEGUTH 


Loewendahl Industries, Inc., carrying 
one of their specialty lines in the ter- 
ritory from Denver, Colorado, west. He 
will continue to carry the Fargo-Hallo- 
well and Metropolitan lines. 

Mr. Winneguth is well known in this 
territory having traveled in it for many 


years. He has made many friends in 
the shoe trade in his many years on the 
road, all of whom wish him success in 
his new connection. 


Gateway Shoe Co. Moves 


BARNESVILLE, GA. — The Gateway 
Shoe Manufacturing Company, which 
has been operating in Atlanta since the 
first of the year, is moving its plant to 
Barnesville, Ga. The company will not. 
only install the machinery which it has 
been using in Atlanta, but it will add 
a considerable amount of equipment to 
the plant. Production will be increased 
to 100 dozen pairs of shoes a day and 
about 100 employees, 75 per cent men, 
will be on the company’s payroll. D. 
Goldstein is president of the Gateway 
company. 


New Foot Specialist 
for Kempner's 


LITTLE Rock, ARK.—Dr. A. M. Dyer, 
chiropodist and foot specialist, is now 
in charge of the chiropody department 
on the balcony of Kempner’s Shoe 
Store here. Dr. Dyer has had 12 years” 
experience in his profession and is: 
secretary of the state board of chirop- 
ody and of the state society. He was 
formerly professor of anatomy at the 
Illinois College of Chiropody and has 
made a special study of correction of 
weak arches in children’s feet. 
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Riding Boots 


Ol hi eli hi ell i eal eli eli eel ei ial 





ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 
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Women's Shoes 

















KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 










VAUGHAN TOWLE CO, 
A division of L, B, Evans’ Son Co, 
WAKEFIELD 
















Obituary 


Joseph Berger, Sr. 


LITTLE Rock, ARK.—Joseph Berger, 
Sr., aged 62, retired business man and 
founder of the Norton- Berger Shoe 
Company, a widely known establish- 
ment in this city for a number of years, 
died at his home here Saturday, Oct. 
17. He had been in ill health for some 
time. ; 

Mr. Berger was born at Greenville, 
Ill. He moved to Jonesboro with his 
parents and attended the public schools 
there. He was active in business and 
civic affairs until his retirement eight 
years ago. 

Mr. Berger is survived by his widow, 
a daughter, two brothers, and two 
grandchildren. 











Edwin A. Petersen, wearing the large 26-E shoes, with Dr. Jekel, a local dentist, making a 
show of examining his feet, an impromptu performance which attracted much attention to 
Mr. Petersen's store. 


EUREKA, CALIF.—A novel idea in 
shoe promotion was used by Edwin A. 
Petersen, of Danielson & Petersen, 432 
Second Street, during a town celebra- 
tion, held this year. Wearing a pair 
of size 26 E shoes, Mr. Petersen, with 
his partner and their wives, rode in 
the parade in a 60-year-old surrey, 
with costumes of a bygone day. At- 
tached to both sides of the buggy was 
a sign, advertising their line of shoes. 
The large shoes worn by Mr. Petersen 
attracted immediate attention from 
spectators during the whole parade. 

Following the parade, Mr. Petersen 
met a fellow celebrant, a dentist, who 
was dressed for the occasion as a doc- 


BOOT AND SHOE 


Novel Promotion 
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Big Success 



























tor and who carried a satchel on which 
which was printed an ad for a corn 
and bunion cure. Working together, 
Mr. Petersen and the dentist can- 
vassed the town, stopping at intervals 
when the dentist would make a show 
of examining Mr. Petersen’s feet, and 
ringing doorbells telling the occupants 
the proper shoes to wear and the corn 
salve to use when they wore others. 

This idea not only drew attention 
to Mr. Petersen’s store from people 
desirous of seeing the large shoes on 
display, but it also proclaimed the fact 
that this store carried shoes, a fact 
that many resident’s of the town had 
had not known. 























Louis Hurwitz 


MILWAUKEE, Wis.—Louis Hurwitz, 
51, a shoe retailer here for over 20 
years, died October 17 in a local hospi- 
tal following a week’s illness. Mr. Hur- 
witz was president and treasurer of the 
Hurwitz Shoe Co., 2723 W. Lisbon 
Avenue and was formerly connected 
with the Nelson-Hurwitz shoe store on 
N. Green Bay Avenue. He is survived 
by his wife, and a son, Herman. 





Andrew Zeiher 


Pomeroy, OnH10—Andrew Zeiher, a 
well-known shoeman of Pomeroy, Ohio, 
passed away Monday afternoon, Oct. 
12. He was in the shoe business for 
36 years, prior to retiring in 1919. His 
business was taken over by his sons, 
Jacob, and Raymond. Raymond Zeiher 
passed away five years ago. Andrew 
Zeiher was 81 years old. 





Robert Lynn 


HOLYOKE, Mass. — Robert Lynn, 92, 
who for many years conducted a retail 
shoe store, here, died October 22 at 
Springfield, Mass., after a short illness. 





Peter V. Hammond 


Sussex, N. J.—Peter V. Hammond, 
who for more than 30 years conducted 
a shoe store here, died October 7 after 
an operation. Mr. Hammond also was 
active in political circles and served 
22 years as tax collector, from 1906 
to 1928. He was 73 years of age. 

















Daniel F. Dalton 


WATERBURY, CONN.—Daniel F. Dal- 
ton, for 55 years with the shoe hard- 
ware division of the United States 
Rubber Co., died recently here. He 
invented the type of buckles now made 
by the company. He retired from ac- 
tive service three years ago, but con- 
tinued as a technical advisor up to 
the time of his death. 



















Takes More Space 


NEWMARKET, N. H.—The Newmarket 
Shoe Company has taken additional 
space in the former Number 4 mill, and 
thus acquires the entire floor in that 
mill in addition to its present location 
in Number 5 and 6 mills. 
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) The Celastic Box Toe — where the 
mand of the stylist becomes the 
“satisfaction of the wearer. Celas- 
tic accurately reproduces the lines 
of the last and insures toe com- 
fort through the elimination of 
wrinkled linings. 


@ 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Perpetual Inventory Assures an Increased Profit 
..- and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder’ Stock Record Card System 


ar unt SERVICE DEPARTMENT 
“ ” 209 So. —, — Cena Hole 
Helps you to “buy as you sell”—to know whether each shoe ns 


Gentlemen: 


° e e . " * € ) Please send me samples and prices of your Stock: 
is paying its way with a profit, to go light on slow movers, ss lat a ee bn 


to re-size frequently on wanted style and sizes. 





When writing advertisers please mention Boot and Shoe Recorder 
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Compo Reports Increase 


Boston, Mass.— Compo Shoe Ma- 
chinery Corporation reports that dur- 
ing the month of September, 1936, 
4,314,681 pairs of shoes were mede on 
its equipment as installed’ wita 161 
licensees, an increase of 25 per cent 
over the same month last year. The 
production of single sole (Sbicca 
Method) shoes increased 79- per cent. 





New Health Spot Shop 
Opened in Detroit 


Dertroit—A second Health Spot Shoe 
Shop has been opened in the Park 
Avenue Building by Dr. John Husted, 
proprietor of the original store at 107 
West Grand River Avenue. The new 
store will be under the management of 
Albert Hines, graduate of the Ortho- 
pedic School of Danville, Ill., and for- 
merly with the shoe department of 
A. E. Starr Company, Zanesville, Ohio, 
and the Brannagan and Punke Shoe 
Company of Steubenville, Ohio. The 
original store will. be managed by Dr. 
Lee Marshall, who has been associated 
with Dr. Husted for about two years. 

The new store has a front on Park 
Avenue and a side entrance through the 
building as well. The front window is 
finished in typical Musebeck Shoe Co. 
style, with a taupe background and 
sloping flooring. The window is backed 
by health charts, and closed to the 
store, while the inner side of the 
window carries the corresponding 
charts for interior display. 

The front has a side entrance, made 
necessary by the narrow layout of the 
store. Both sides are covered by mir- 
rors, which serve to repeat the display 
window several times. Windows and 
mirrors are set in black glass, with 
white glass trim. 

Interior of the store is generally 
modern in style, in a two-toned grey 
rose effect, with white ceilings. The 
store is trimmed throughout in a four- 
corrugation chrome border, running 
around the store, and vertically at the 
rear as well in stripes. 

All stock is concealed, with storage 
space at the rear. The back partitions, 
reaching above headrooms, are char- 
acterized by rounded corners, which 
lead to the center exit to the rear, and 
itself backed by another partition sup- 
porting a four-foot diameter round mir- 
ror facing the store. 

The round corner motif, on a large 
radius, is repeated above the front 
window with receding column effect. 

The Health Spot store is now on the 
radio—as, in fact, it has been for quite 
a while back. Station CKLW is used 
for a quarter-hour period daily, and Dr. 
Husted goes on the air himself with an 
educational talk on feet. Incidentally, 
Dr. Husted is probably one of the few 
speakers on the air who goes on with 
only a few notes, practically improvis- 
ing his speech as he goes along—and 
— an excellent response as a re- 
sult. 





E. E. TAYLOR CORP. 
BROCKTON, MASS. 


TRACE MARK HEGISTEREO 


MEN'S FINE SHOES 


Za loec Mae 


RETAILING AT ®5 anp $6,509 
Some Styles More 


The illustration presents 


The DOLPHIN . . Style 3008 


done in MARTIN'S TAN SCOTCH 
GRAIN with heavy single sole 
weatherproofed, and leather heel. 


Same in BLACK, Style 2008 


Write for 
Catalog go 
entitled “ale 
125 Styles ‘ Qh oil 
In Stock yo 











B. Shaman Joins Crescent Shoe 


New York—Benjamin Shaman has 
joined the sales staff of the Crescent 
Shoe Company, 131-135 Duane Street, 








BENJAMIN SHAMAN 


and will cover the eastern Pennsylvania 
territory with their line of women’s 
shoes, handling this line exclusively. 


Mr. Shaman is an old-time shoe man 
and has been covering this territory 
for many years. He is well-known and 
well-liked in the shoe trade and has 
made many friends through his several 
years in this market. 





Manufacturing Outlook Brighter 


ROCHESTER, N. Y.—The shoe manu- 
facturing situation in the Rochester 
area among the larger women’s facto- 
ries has a brighter outlook, as Spring 
samples are well along. This has had 
a tendency to hold up regular produc- 
tion and it is thought that within a 
week or so, these factories will again 
get under momentum. 

The slipper plants in this locality are 
very busy and some have been obliged 
to operate over time. 

The children’s and misses’ factories 
have sufficient orders now in process of 
making, to maintain top production. 





Baxter's in New Home 


SEATTLE, WASH. — Baxter’s is now 
thoroughly at home in a handsome new 
setting at 1512 Fifth Avenue, where it 
has created a picturesque salon with 
rose-marble effect to a new structural 
glass facade fronting on the Avenue. 
It is showing as “Good Companions” of 
Milady, the latest in flexible arch shoes 
of latest mode. 
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LINE WANTED 








E manufacture women’s Arch 

type shoes to retail for four 
dollars and would like to communi- 
cate with salesmen now calling on 
department and retail stores. To pro- 
ducers we have an unusual oppor- 
tunity. Please give us complete details 
of yourself, line you are now carrying, 
territory you are covering and whether 
you wish to represent us exclusively or 
with a non-competitive line. 


Address E-986, care 


BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 

















ATTENTION 


New York's largest in stock house specializing in 
the country’s foremost line of women’s novelty 


EXPERIENCED salesman to cover New Eng- 
land with a line of men’s shoes 
footwear. Reputable wholesale house will pay 


poaet, Address 
ecorder, 140 Federal St., Boston, Mass. 





SALESMAN with following among stitchdown 
manufacturers, to sell sewing threads for 
fitting room, good position for right man. Ad- 
dress E-987, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN WANTED: Experienced with fol- 
lowing to — outstanding line of infants 
lo 


stitchdowns. wing states Meas When 
Arkansas, Tennessee, Mississi Kentucky, 
Indiana, Ohio, Wyoming and 9 Tang Ref- 


erences required. Address E-984, care Boot & 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 





SALESMAN WANTED to carry a side line 
of infants’ stitchdowns, sizes 2 to 9. Refer- 
ences required. Address E-985, care Boot & 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 





POSITION WANTED 





shoes to retail at $2, $3 and $4 has foll 
territories open: 

Virginia, West Virginia, Kentucky and Tennessee, 
also Iowa and Missouri. 

We want only live-wire hustlers with long estab- 
lished following in these territories. Write giving 
all information in strict 


CRESCENT SHOE CO. 
131 Duane St., New York, N. Y. 














URD SHOE CO., Inc., Utica, N. Y., wants 
ss A salesman for Western Pennsyl- 

vanla. If you have an established business and 
can sell a profitable volume of shoes and rubbers, 
write, giving your age, lines carried, shipments 
for last two years and two reliable references. 





EXPERIENCED SALESMEN who are inter- 
ested in making a change for a better proposi- 
tion are offered a strong line with a nationally 
known manufacturer and distributor of In-Stock 
Women’s Novelty Footwear. We are planning 
= ge qrons “ campaign for the 

pring, i ‘ou are interested 
ee Te LIFORNIA. INDI NA-OHIO; WIS- 
CONSIN; CAROLINA or FLORIDA territory, 
write giving r selling experience and age. 
Address E-996, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ALESMAN wanted—for a factory making 

Growing Girls’ and Misses’ McKays, Ameri- 
can Welts, Stitchdowns and prewelts. Strictly 
commission basis. No si ine men wanted. 
Address E-988, care Boot & Shoe Recorder, 239 
West 39th Street, New York ye Ee 











MERCHANDISER— 


STYLIST—BUYER 
who organized a chain of men’s 
shoe stores in the middle of the 
depression, successfully built them 
up to a profitable, recognized shoe 
chain, known to be the fastest 
styled line in the country. This 
executive has a legitimate reason 
for leaving this established busi- 
ness for some other opportunity 
with a progressive, reputable or- 
ganization. 


ACatems mon a care 
BOOT & RECORDER, 
239 waet'’ Je. Street, 


FAST altos line of women’s novelties, sport 
and children’s shoes for volume buyers— 
New York and nearby o— connections 
—jobbers. omg stores and resident 
buying offices. ress E992, care Boot & Shoe 
geeeeet. 239 Wes 39th Street, New York, 





KNOW Michigan . . ‘ Michigan knows me. 
I’ve combed the state for the past nine years, 
selling the best accounts. I can be of great 
use to a maker of $2.00 and $3.00 women’s 


novelty shoes. I’m married, American, have 
traveled 17 rs for two concerns. I’m em- 
ployed now but desire a change for personal 
reasons. Have you the novelty line want? 


Address E-995, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR RENT 


SHOE department for rent in ba base- 
ment of leading specialty shop, Hartford, Conn. 
Minimum guarantee, available immediately. 
Marshall’s, 997 Main St., Hartford, Conn. 








FOR LEASE 











New York, N. Y. 





MAAS wv retail store—25 years’ experience, 
Can furnish best references. Will go any- 
where. Address E-991, care Boot & Shoe 
Secueser, 239 West 39th Street, New York, 


FoR Lease—Desirable space, all fixtured for 
ladies’ shoe department in active apparel 
store. The Paris, 218 Felix Street, St. Joseph, 
Missouri. 





HELP WANTED 








Shoe and Leather Salesman 


To Handle Line of High Grade 
Ladies’ Jobs and upper leather 
pieces in Middle Western territory. 
State all necessary information in 
first letter regarding nationality, 
age, references, access to number of 
good accounts, etc. 
Will work on a commission basis 
but must have good accounts or 
need not apply. 

Address E-989, care 

BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











CRACKERJ ACK shoeman, window trimmer, 
backgrounds — Manager — Business Builder. 
Now employed. Address E-990, care Boot & Shoe 
perereer, 239 West 39th Street, New York, 





MANAGER. Buyer or Salesman. 22 years’ 

experience. Medium high grade_ shoes. 
Married, family. John T. Dowling, 311 Washing- 
ton Ave., Oneida, N. Y. 








FOR SALE 


FOR SALE—Family Shoe Store established 
20 years in Metropolitan New York, catering 
e popular priced quality shoes; volume of $15,000 
© "$20,000 000; reasonable rent; "fixtures and lease 
Address—Louis Resnick, 299 Broad- 
Y. C.—Tel. Cortland 7-2248 





for sale. 
way, N. Y 





mum charge, 


address should be counted. 





75 cents. For all other classified advertisements 
When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements, Mini- 
the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


ES” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@@§ 
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MERCHANTS’ NEEDS d 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








Lett 
Device. 


we have sustained 
infringing appliances. 


fringing devices. 





Patent Warning Notice 


We desire to notify all retail shoe stores that we are the owner of United States 
ers Patent Number 2,028,321, dated January 21, 1936, for shoe Re-Shaping 


It has been brought to our attention that various retail shoe stores have been 
purchasing shoe reshaping appliances which constitute an infringement upon 
the aforesaid Letters Patent, and the purpose of this notice is to notify all retail 
shoe stores that by purchasing or using shoe re-shaping appliances which in- 
fringe the aforesaid Letters Patent they are rendering themselves liable to us for 
infringement of the aforesaid Letters Patent and an accounting for the damages 
and the profits they have made by reason of their use of the 


We intend to vigorously prosecute all manufacturers or retail shoe stores manu- 


facturing or using shoe re-shaping appliances which infringe our said patent, and 
we warn the trade against incurring liability by purchasing or using such in- 


DUNDE SHOE RESHAPING DEVICES, INC. 


CHICAGO, ILLINOIS 





ROOM 1811, 209 S. STATE STREET 





PROTECT AND IMPROVE YOUR SALES WITH 


MANOLIS PRODUCTS 


Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 








photographs. 





Put Punch! 


in your shoe displays 


Just released several new designs in 
shoe display stands and units. 
Write for copy of catalogue and set of 





WEAVCO INTERNATIONAL, INC. 
214 INSTITUTE PLACE CHICAGO, ILL. 











Horper. 
Pat. Pending 
pports, brands, golf shoes and 
fibre soles properly. Holds shoes in correct up- 
right position. Practically invisible when used. 
will never topple over. For men’s and women’s 
$3.00 per dozen $1.65 per '/2 dozen. 
M. D. POLLINGER CO. 
Holland Buildin St. Louis, Mo. 
CANADIAN Kinvecoe 


M. BRADK . 
6 Northeote Avenue, Toronto 3, Canada 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











Shoe Trunks Given on 
Opening Day 

Fort WAYNE, INp.—A shoe trunk 
was given free by Walker’s new shoe 
store at 114 West Wayne Street, to 
each lady buying a $2.65 pair of 
shoes or more on their opening day. 
Walker’s feature their famous $2.65 
shoes. 


CASH FOR BRANDED SHOES 


Men’s, Women’s—Faetory or Retail 


, Florsheim, Arch Preserver, 
. ete., Nunn-Bush, Bos- 


ir, ete. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5180, 5181 


PREVENT LOST SALES! 


THERE is a way and a proven way 
to give all customers (even the hard- 
to-fit) shoes that fit perfectly and 
comfortably. It’s a way that’s now 
used by thousands of wide-awake 
retailers who enthusiastically en- 
dorse it. It consists in reshaping 
shoes to conform to the individual 
foot. It’s so simple that any of your 
employees can use it. Inexpensive 
to operate, too. Write for details or 
grasp this— 


SPECIAL 
Combination 


Machine and Hand 
iron, Complete, $35. 
F.0.B. Lynn, Mass. 


Machine Alone 
Hand Iron Alone 


DUNDE RESHAPING 
DEVICES 
Republic Building, 
209 South State St. 
Chicago, Ill. 





Since 1922, FOOT-FROLIC has served the 
multitude of people suffering from sore feet, 
and others having offensive odor. A real medi- 
cated foot powder showing a nice profit for the 
retailer. To the merchant who is willing to 
display our product, we will send, post-paid, 
one-fourth dozen on consignment. Order today. 


STANDARD PRODUCTS COMPANY 
HOWELL, MICHIGAN 














Pouy Cup 
for Price Tickets 


$4.00 


gross 


$2.25 


half gross 
Will tilt at 
any angle 


M. D. Pollinger Co. Holland Bidg., St. Louis, Mo. 








BUSINESS OPPORTUNITY 














WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Ked Cross, Nunn Bush, Ete. 

IBVIN RUBIN 

bg House of Jobs” 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 











Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building a ul practices in 
8t 
furnished at low cost. Easy terms. 


THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 
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MERCHANTS’ NEEDS 








Increase Your Sales 


Install the SHOE DOCTOR SHRINK- 
[ING DEVICES and give your cus- 
tomers shoes that conform 
feet and fit perfectly and scientifically 
im every detail. 









Roller type device 






These shrinking devices enable you to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
po ay) at the heel or 

ping at the sides, and 
by removing wrinkles 
from quarters, vamps, 
and linings. These de- 
vices a me Mag —_ 
our specially prepar 
He age fluids, which are scien- 
§ 50 { tifically necessary, 

° — fuliness from ali 
eathers or fabrics with- 
Curved type iron = out harm to either. 


Send your order or write for detail in- 
formation. 

Special combination offer $25.00 (fluids in- 
pares in above prices) f.o.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 





To Make Ski Boots 


Lynn, Mass.—R. J. Mayer Co., now 
at 244-248 Broad Street, is making ski 
boots of the hand lasted, hand sewn 
sort. 

R. J. Mayer, who heads the enter- 
prise, used to make ski boots in Ger- 
many and is himself a skillful skier. 
Associated with him is his brother 
Max, who was until recently treasurer 
of the National Stay Co. of Lynn. 

The Mayer brothers are of the Mayer 
family who manufacture shoes in Stutt- 
gart, Germany. 





New Wholesale Shoe Firm 


Detroit, MicH.—The Michigan Foot- 
wear Company is a new wholesale 
shoe company formed by Ben Lesen- 
stein and S. H. Abrams, taking over 
the business of the Ohio Shoe Com- 
pany, which has been dissolved. The 
company has moved into larger quar- 
ters at 138 West Jefferson Avenue, and 
specializes in men’s and women’s house 
slippers only. 


Fire Damages Shoe Factory 


IpswicH, Mass.—Fire in the Martin 
and Ticklis Shoe Company plant here, 
damaged one department, putting 100 
of the total 400 employees temporarily 
out of work. Company officials be- 
lieved the blaze was started by a 
cigarette tossed into rubbish in the 
basement, and estimated $5,000 dam- 
age. The 100 workers in the lasting 
and finishing department, they said, 
would be idle for a day or two. 
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@ Air-O-Pedics, designed for StrLE and 
Comronr, sell. Here's how to make a three- 
point landing for Spring business: First, 
study the scientific, patented features of 
Air-O-Pedics, in order to be sure that your 
fitting service is accurate. Second, order 
your stock. Third, point out Air-O-Pedic style 


details, and the quality of leather and work- 


manship. ... That's the way to please your 
patrons and pilot in sales—and profits —to 
a happy landing! Over 100 in-stock welts in 
Spring styles to choose from — retailing at 
$6.50 and up. 


AIR-O-PEDIC 


SHOE COMPANY, BROCKTON. MASS. 


PILOT PROFITS IN WITH 


Hit-O-Fedis 





NINE REASONS WHY AIR-O-PEDICS 
WILL INCREASE YOUR PROFITS: 


l Correct fit: Air-O-Pedic 

lasts allow the ball of 
the foot to fall in its 
natural position. 


2 Metatarsal arch sup- 
ported without strain. 


3 Air-O-Pedic Arch: Com- 
fortable, because te 
scientifically correct. 
43 Steel :shank: Air-O- 
Pedic’s Poe ne oe. 
designed arch is 


ant. between the 
ball and heel-tread, 


pee Fe Se es 


6 ¥ pings Atr-<: aig 
chafing and_no friction 
to wear out 


7 Non-binding vamp and 


fort and relief at an 
important point of 
pressure. 


8 $ Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock absorber at 
every step. 


9 Newest styles in all the 
wanted colors and 
materials 











Lt —— 


THE AIR-0- PEDIC SHOE CO., Brockton, Mass. 

should like to 
Air-O-Pedie Shoes, Will you be so kind as to have one of your 
representatives call? 


Name. 


i 
i 
z 
i 
: 





Address 
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O 
FOR YOUNG MEN 
WHO ARE 
LOOKING AHEAD 


@ The amazing growth of Health Spot Shoes and consequent constant development of new outlets, 
create a demand for alert, conscientious, expert shoe fitters. Not ordinary clerks, but trained men 
who can qualify for managerships, or subsequent ownership of Health Spot stores. 

If you have intelligence and ambition, and above all a willingness to work to capture the rewards 
awaiting those who recognize that a revolutionary change is transforming the shoe industry, this is 
an opportunity for you. We receive numerous requests from Health Spot stores for competent men. 


ORTHOPEDIC INSTITUTE SCHOOL TRAINING 


@ If you are selected for one of these well-paying positions, you will be given an intensive course 
of training in the Orthopedic Institute School at Danville, Il]. These schools are held monthly, and 
the training is Free. The course gives you knowledge of anatomy, foot balance, posture, shoe con- 
struction, store management, and a thorough technique of fitting. 


Orthopedic Institute Schools are conducted by the Musebeck Shoe Company and the Orthopedic Insti- 
tute, primarily for dealers and their salespeople. Many who have attended the school have shown 
sales increases immediately following, ranging from 200 to 600 per cent. 


WRITE AND TELL US ABOUT YOURSELF 


@ If you are interested in building a profitable future for yourself, write to us fully, giving age, past 
experience, and all details about yourself. Your letter will be held in strict confidence. Do not write 
unless you can conscientiously answer Yes to the following questions: 


@ Are you willing to go anywhere there is a profitable opening? 
@ Are you able to “get along” with people? 
@ Are you willing to work hard at the job? 
@ Are you energetic, and in good health? 


If you can qualify to be an expert Health Spot Shoe fitter, it can be honestly said there is virtually 
no limit to your opportunity for advancement, and earnings. Address your letter to Placement Divi- 
sion, Musebeck Shoe Company, Danville, Ill. 


MUSEBECK SHOE COMPANY 


MAKERS OF HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 
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5900—Smoke Elk Sno-Boot, sport 
rubber sole and heel, Goodyear 


stitched construction. Sizes 


IE tig nee bs bk oka $1.75 
590 1—Same in Misses, Sizes 
EME S a ook cae hes os 0n $1.45 


5902—Same in White Elk. 
5904—Same in Cherry Elk. 


5912—Cherry Elk Sno-Boot, oak 
sole, 8/8 leather heel, leather top 
lift, Goodyear stitched construc- 
tion. Sizes 2!/>/9........ $1.85 


5959—White Elk Sno-Boot with 
white wool reversible cuff, sport 
rubber sole and heel, Goodyear 
welt. Sizes 3/9, Widths, A, B, 
ee cde. ee eee $2.55 
5958—Same in Smoke Elk. 

5957—Same in Cherry Elk. 


5954—Cherry Elk Sno-Boot with 
leather reversible cuff, sport rub- 
ber sole and heel, Goodyear welt. 
Sizes 3/9, Widths A, B,C. . $2.45 
5956—Same in White Elk. 
5955—Same in Smoke Elk. 





Jingle Bells, Jingle Bells’ 


Snow Is On The Way, | 
Show Them Endicott Johnson Sno-Boots 
And You'll Find That They Pay! 


Soon the ground will be covered with snow and all 
the active members of the family will don their heavy 
clothing and prepare for months of winter-play. 
Sno-Boots this year will be as much a necessary IN-STOCK 
part of the dress for women and children as heavy 
mittens, sweaters and stocking-leg caps. 

Every shoe merchant in America, no matter how 
large or small, must be ready to meet the great de- 
mand for winter footwear that is sure to come. 
Show this timely new line of Endicott-Johnson Sno- 
Boots. Without a doubt, at their price, they're the 
finest boots a merchant can carry, for they're 
sturdily made, protective and warm and their style 
will add the final touch to any winter outdoor 
costume. ; 


Order now from our In-Stock Department. It's 


ready to serve you. 


2662—White Elk Sno-Boot, 
cord stitched moccasin, rub- 
ber sole, 8/8 leather heel, 
rubber toplift, Stitchdown 
construction. Sizes 2!/>/9 

$1.45 


2663—Same in Misses, 
Sizes | 1!/./2 
2663!/2—Same in Childs, 
Sizes 8!/,/1| $1.20 
2664—Same in Cherry Elk. 
2660—Same in Smoke Elk. 


ST. LOUIS, Mo. 
NEW YORK CITY 
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Pe 4 LEATHERS 
SO, ae 7 


FASHION POINTS STRONGLY 


to Cle LBlack. Sno-( lO hite caulk a 101 and 263 


IF you want to sell sandals, in volume, look well to the leather you use. There 








is no one type of footwear that calls so loudly for patent leather as sandals. The 





strength, as well as the sparkle of patent leather, makes it beyond all question 





the ideal material for well-styled sandals. But — and, we assure you, it’s a most 


important “but”— be sure you specify COLONIAL PATENT. It’s the one and 






only proved patent leather in the black, white and pastel shades you’ll want 





to sample. For the coming season — Go Colonial . . . and Go Ahead! 






Colonial Tanning Company, Boston, Massachusetts 






jos the Best Fatent_Leather Shoes 
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Progressive Farmer 


Southern Agriculturist : 


Southern Planter 


WOOLEN MFG < 
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., 280 WATER ST., MISHAWAKA, IND 


ch eben Gs eines 
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Here’s 4A Bic Ipea! 


When Florsheim Shoes for Women walk out of your store. ..as they do 
. . . you’ve sold more than “just another pair of shoes”... you’ve sold 
an idea. . . the Florsheim idea of combining the amazing comfort of the 
patented Feeture Arch with the highest quality and the smartest tailored 
fashions! And your Florsheim customer “gets the idea’ with her first 
pair ... once she’s worn Florsheims, she’s yours for keeps. Build your 
business around quality . . . around shoes that deliver so much satis- 
faction and service that your customers do not even think of looking 


elsewhere... they come back as surely as tomorrow follows today. 


TO RETAIL AT §Q50 AND $] ()°° 


I nN Stock e THE Demanrco,..W-299 in black; W-300 in brown 


THE FLORSHEIM SHOE 


for Women 


THE FLORSHEIM SHOE COMPANY @ Manufacturers © CHICAGO 





When writing advertisers please mention Boot and Shoe Recorder 





